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The way to hit the season’s Selling 





BAREFOOT SANDAL ; 
(Ten) vee Peak, now at hand, is by concentration. 


You can’t hit it with a miscellaneous 


SOFTEES 


(White ) 
stock drawn from many sources. For 


more sales with more real profit, 
VICKI Zz balance your stock solidly with the 


(White ) 


PLavet oxFoRD House of Edwards. Do it Now! 
(Tan) 


“Gheo Bi Gtowse for Site Shoes” 


J. EDWARDS & CO., 314-322 N. 12th ST., PHILADELPHIA, PA. 
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VOICE OF THE TRADE 
ame 


Tj ideal shoe must first be prac- 
tical. Mere beauty or orig- 
inality will not suffice alone. Look 
at the practical first, then the in- 
trinsic beauty and good taste; then 
the final aspects of taste and ap- 
propriateness and whether the shoe, 
in its materials and craftsmanship, 
is properly balanced in its various 





parts—in keeping with the price 
asked. 

The ideal manufactured article 
of any kind is one whose parts are 
properly balanced in costs as well 
as wearing quality. The scale of 
quality should be consistent 
throughout. 

The ideal must be in terms of the 
particular customer at a particular 
time. No one shoe can be termed 
a universal ideal shoe. Man and 
woman, as shoe wearers, represent 
a diversity of needs. So the ideal 
may be not one shoe but a hundred. 


* * * 


AUL KIRSH, who is making 

quite a name for himself in mer- 
chandising the Robinson shoe de- 
partment in Los Angeles, has 
evolved these Ten Commandments 
for his own use. All are original 
except number eight, which is an 
adaptation: 

“Ten Commandments (For Suc- 
cessful Buying and Selling) : 

“1. Honesty and Sincerity should 
govern every transaction. 

“2. Budgetary Control of utmost 


importance. Curtailing initial pur- 
chases each season means success. 

“3. Do not overenthuse or gam- 
ble on novelties in materials or pat- 
terns. Play sound basic patterns 
and materials at all times. 

“4. Buy an ‘unknown’ very light 
at first. Test on selling floor. If 
successful, give added strength. 

“5. Never follow a ‘Fad’ (i.e., 
fabrics, sandals or ghillies). Al- 
ways follow a ‘Fashion’ (i.e., smart 
ties, straps and pumps—basically 
sound and balanced). 

“6. Never sacrifice the ideals, 
character or quality of the J. W. 
Robinson Co. It would mean dis- 
aster. 

“7. Study carefully source of sup- 
ply before going into a line in a 
major way. It pays to ‘stick’ to a 
sound and profitable line and build 
business. 

“8. Great care should be taken 
not to overestimate the length of 
life of any particular style. It is 
better to lose sales during the last 
of a cycle than to be caught with 
a depreciating inventory. 





“9, At all times have balance of 
basic stocks sized and_ salable. 
Keep building successful lasts and 
patterns within the store. This is 
very important. 

“10. Build on merchandise that 
is marked, thereby making a last- 
ing customer for J. W. Robinson 
Co.” 


Page II 


R C. KLOCK, president of the 
+ Toledo Shoe Dealers Associa- 
tion has been most active in lead- 
ing a group of merchants who be- 
lieve that: “Relief footwear should 
be sold through local shoe stores 
and not bought direct from manu- 
facturers and dished out like gro- 
ceries—as a present. The person 


on relief is entitled to shoe service 
in the shoe store and we know that 
we can give these people the types 
and wearability of shoes they re- 
quire. 

“It is to our interest to sell and 
service them, because they will be- 
come cash customers some day. To 
this end we have agreed to give a 
10 per cent discount on all state 
orders. We are asking the state 
relief to issue blanket orders which 
will be good in any store selling 
shoes at the price the state wants 
to pay. 

“We are opposed to shoe manu- 
facturers going in direct competi- 
tion to -shoe retailers in local com- 
munities for they cannot give the 
selection and service needed by 
people who are forced into welfare. 
When the person on relief goes into 
a shoe store of his own choosing, it 
does much to restore his spirit and 
self-confidence—something that is 
quite impossible when he stands in 
the charity line-up. 

“We in Toledo would like to 


know what other merchants else- 
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where have done toward directing 
relief sales into shoe stores.” 


* 1 * 


OBERT E. GALLAGHER of Lor- 

raine Children’s Bootery in 
Miami, Fla., says: 

“Miami is one of the most 
overrun cities with shoe stores for 
its population of 110,000—25 per 
cent of which is colored. Of 
course, during the season of 45 
days, this figure shoots up to 200,- 
000. At this writing there are two 
department stores with leased de- 
partments, selling men’s, women’s 
and children’s shoes—25 other shoe 
outlets, seven of which are chains 
(two chains having three stores 
with different names and two others 
having two stores each). This 
count does not include the haber- 
dashers with their men’s shoes, nor 
our cheaper shopping section where 
every store has shoes. Lincoln 
Road on Miami Beach—the Fifth 
Avenue of the South—increases this 
count with twelve shoe salons in 
three blocks and five other shoe 
stores scattered about the beach. 

“Compare this figure with any 
place in America. The reason is 
these corporations realize that 
Miami is the Mecca of tourists from 





all points of the compass. When 
the tourists return home they spread 
the gospel and of course trade with 
the same chain or ask for the 
nationally advertised merchandise. 

“The last three months of 1934, 
in our store, with all this competi- 
tion, showed an increase of 82 per 
cent, with January and February, 
1935, hovering around that mark. 
This was done with no increase of 
stock nor change of policy of any 


kind.” 


* * * 


HAT do you know about shoes 
and leather? Here is a quiz 
for entertainment—not a test of any 
kind, not a shoe and leather cross- 
word puzzle. Terms from the Re- 
corder’s Shoe and Leather Lexicon 








GIVE HIM A MEDAL 





—Hats off to the retail merchant— 

—Nobody ever pins a medal on him, but 
he oftentimes deserves one. 

—There are 1,500,000 retail stores in the 
USA. 


—These stores employ over 3,500,000 
people. 

—With a total payroll of $3,000,000,000 a 
year. 

—And goodness knows the retail merchant 
of today is up against the stiffest kind 
of competition imaginable. 

—"He has one chance in a hundred of 
winning moderate wealth; one chance in 
four of making a living. If he keeps the 
business going for more than half a 
dozen years he is the rare exception. 
And if he stays in the game a score of 
years, he is, by actual statistical com- 
putation, champion of champions." 

—Hats off—and a medal—to the merchant 
who can stand the gaff. 


Coit OTe 


President. 





have been selected, and with each 
is given three definitions of which 
only one is correct. Sharpen your 
pencil and check your selections 
now. 

ALASKA—(1) wooden form for 
shaping shoes; (2) rubber-soled 
cloth overshoe; (3) elastic-gored 
shoe. 

ALPARGATA — (1) hemp-and- 
canvass bathing shoe; (2) part of 
Spanish costume; (3) a kind of 
gaiter. 

BOCK—(1) a kind of sheepskin; 
(2) alcoholic brew; (3) a goat. 

BOOTJACK — (1) illicit liquor 
dealer; (2) a V-shaped board; (3) 
traveling shoe salesman. 

BROGAN — (1) Irish dialect; 
(2) kind of work shoe; (3) heavy, 
fancy oxford. 

BUTTON-FLY — (1) _ button- 
fastening machine; (2) insect pest; 
(3) part of shoe containing button- 
holes. 

CABRETTA — (1) skin of hair 
sheep; (2) night club entertain- 





ment; (3) Austro-Italian  battle- 
field. 

CACK—-(1) premium paid shoe 
salespeople; (2) trade name of 
tennis shoe; (3) infant’s shoes. 

CHANNEL—(1) Parisian fash- 
ion creator; (2) slit for stitching 
sole or insole; (3) aisle in store. 

COBBLER — (1) mixed drink; 
(2) hand workman; (3) machine 
used in shoe manufacture. 

CORDOVAN — (1) Spanish 
dance; (2) vehicle; (3) leather 
from horse butts. 

CORDWAINER — (1) member 
of one-time shoemakers’ guild; (2) 
a rope hoist; (3) retail shoe mer- 
chant. 

CROP—(1) riding whip; (2) 
haircut; (3) side of leather with 
belly trimmed off. 

CUT-OFF VAMP — (1) _inter- 
rupted music; (2) tipless forepart 
of shoe; (3) troublesome woman 
customer. 

DONGOLA—(1) title of popu- 
lar song; (2) Venetian boat or 
barge; (3) kind of goatskin leather. 

DOPE SPLIT — (1) criminal 
drug addict; (2) coated, embossed 
imitation grain cowhide; (3) stupe- 
fying drink. . 

DUTCHMAN — (1) speakeasy 
proprietor; (2) shoemaker’s tool; 
(3) wedge in sole or heel to correct 
posture. 


“ALT / 
Ker; e 
Boo»r sac! 





EPIDERMIS—(1) flesh side of 
hide; (2) outer skin; (3) outbreak 
of disease. 

FAIR STITCHING—(1) decora- 
tive stitching on shoe uppers; (2) 
imitation welt stitching on sole; 
(3) stitching uppers together. 

FLAT FOOT—(1) without nor- 
mal arch; (2) a policeman; (3) 
foot with broken arch. 

FOXING — (1)  outwitting an- 
other; (2) piece of leather forming 
part of upper; (3) applying bot- 
tom finish on shoes. 


GAITER—(1) marathon walker: 
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(2) hose supporter; (3) cloth 
ankle covering. 

GHILLIE—(1) Oriental water- 
pipe; (2) Scotch-style shoe with 
over-tongue; (3) slow-witted in- 


dividual. 


* * * 


SUBSCRIBER at 197 Jaffa 

Road, Jerusalem, sends us a 
letter that took but twelve days in 
transit and came to us in the middle 
of Easter Week—when all eyes 
were turned to Jerusalem and all 
thoughts were on Easter and the 
Passover. Evidently J. Garabedian 
& Sons want to continue their con- 
tact with American shoes and shoe- 
making for they write: 

“As we wish our subscription for 
the Boot aND SHOE RECORDER con- 
tinued, we shall be glad to hear 
from you when same expires so that 
we may send you our subscription 
fees for another year.” 


* * * 


HE Stetson Shoe Co. and its divi- 
sion, the M. N. Arnold Shoe Co., 
have joined the Shoe Fashion Guild 
of America. 
* * * 
A DECIDED change in women’s 
shoe buying habits is noted 
by W. M. MacPherson, shoe buyer 
in the Edison department store, 
Corpus Christi, Texas. “Last year 
we sold a quantity of $2.00 and 
$3.00 sandals to women, while this 
year these same women are demand- 
ing good fitting, snappy shoes 
which retail at $5.00 and $6.00. 
As a result of this change, we are 
not figuring on doing a great deal 
of popular priced sandal business. 
This shows that women realize that 
by buying better shoes they will 
get the comfort they so earnestly 


desire.” 
* * * 


AYOR F. H. LaGuardia of 

New York City, will speak at 
the Spring meeting of the Tanners’ 
Council at 1 P. M., Wednesday, 
May 1, at the Waldorf-Astoria. 
Mayor LaGuardia will be intro- 
duced by Hon. James J. Lyons, 
President of the Borough of the 
Bronx of New York City. Cecil 
Q. Adams, Treasurer of the Coun- 
cil, will act as toastmaster. The 
other speaker at the luncheon meet- 


ing will be Strickland Gillilan, 
humorist. 
* * * 
OLK BROTHERS of Dallas, 
Tex., says: - 

“We are completing a big expan- 
sion store redecoration at a cost of 
many thousands of dollars. The 
second floor shoe department has 
been completely rearranged and re- 
decorated with enlarged displays 
and 20 per cent increased space. 
The entire store has been air-con- 
ditioned, and three new highly de- 
partmentalized sections of the store 
have been completed. 

“The sandal department is a new 
development resulting from the in- 
creasing demand for Hollywood 


styles in all sorts of sandals.” 
* * * 


AURICE J. YOSKIN of Geut- 
ing’s, Philadelphia, Pa., says: 

“As Chairman of the Juvenile 
Style Committee for a good many 
years, I can truthfully say that the 
Style Conferences have contributed 
more to the advancement and prog- 
ress of our Juvenile industry than 
anything I know of. 

“After all, it is a known fact that 
children imitate their elders, and 
where can we get the wealth of 
ideas for both boys and girls that 
we can get at these joint Confer- 
ences? It is most important that 
every Juvenile buyer attend the 
Conferences, as this is the only way 
we can learn what the other half 
of the country is doing. The ex- 
change of ideas, methods, styles, 
etc., is unlimited and invaluable. 


“A Juvenile buyer can’t be just 
an ordinary shoe man, with little 
experience. He must possess talent 
and a keen mind, as well as a vast 
knowledge of children’s feet, their 
likes and dislikes. Even these 
things become useless, unless he 
keeps up with the trend, and con- 
stantly strives for something newer 
and better. Naturally there is only 
one way to do this and that is by 
attending the Style Conferences. 
... So I hope to see as many 
Juvenile buyers as possible, present 
at our next meeting.” 


* * * 


CENTENNIAL year for pat- 

ent leather for shoes is 1935, 
according to historical record, and 
it may be that some of the makers 
of the shiny stock will feel like 
celebrating it a bit and do some 
honor to the man who started their 
business. 

Samuel Noah, of Roxbury, Mass., 
is credited with having originated 
patent leather for shoes in 1835, or 
just 100 years ago. 

Possibly there was enameled. 
lacquered and other sorts of shiny 
leather before that, for harnesses. 
carriage trimmings, etc. However. 
Seth Bryant, the shoe trade his- 
torian, says that: 

“Samuel Noah, of Roxbury, was 
the first man to make patent leather 
for shoes in New England in 1835 
or 1836. It proved to be a great 
advantage to the manufacturers of 
shoes and added a great deal to 
their profits, as shoes made of the 
patent leather brought great prices. 


The old maid who bought a pair of men's oxfords, size 13, as a safety measure. 
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| Most Colorful Faster Parade 











Capricious 


THE gayest Easter in years followed a Spring of 
capricious weather and a sun of good hope appears, 
not only on the festival day but on the trend of dress 
and footwear for the month to come. Easter and 
Passover coming at the same festival season gave an 
added sales value to the week. 

An idea tried in Atlantic City on Palm Sunday and 
brought to New York on Easter stimulated the fashion 
parade and should play a part in accelerating Easter 
as a fashion event when next year rolls around. Here 
it is: 

A committee from the Fashion Academy watched 
the Easter parade on Fifth Avenue, from a station at 
50th Street. A score of well-dressed women were 
selected and were presented corsages of flowers. The 
winner of the unofficial title of the “Best Dressed 
Woman in the Easter Parade” will receive a medal 
later at the Pioneer Ball at the Waldorf-Astoria. 

But it needed no flowers or medals to make it a 
day of fashion the country over, as the following tele- 
grams indicate. Color has again come into the field 
of shoes and as a token of a cheerful beginning to a 
more prosperous year. Here’s what leading merchants 
the country over wire us: 


EXPECT WHITES IN WASHINGTON 
Blues were the outstanding color in Easter selling, 
with browns selling fairly well in better grades in 


particular. Expect a record-breaking white season 


immediately after Easter. 


Edwin Hahn, 
William Hahn Company 














in years:::- desprte Snow Rain 

















Spring Gives Way at Last to 


Glorious Sunshine, and the Season's Festival 


Is Fittingly Observed. 


TIES IN DENVER 

Best selling types for Easter, one and two eyelet ties, 
oxfords second, then pumps. Blue leading, whites 
next, then black and brown. Believe blues will be good 
another month, but whites running them close second. 
Combined business March and April probably will 
exceed somewhat combined March and April busi- 
ness last year. 


Harry E. Fontius, 
' Fontius Shoe Company 


BETTER QUALITY IN CINCINNATI 

Easter sales are—tie patterns, sandals. Colors— 
blue, black and brown. Emphasizing lower heels. 
Weather has been adverse and has prolonged dark 
season but we expect to burst forth into whites im- 
mediately after Easter if weather breaks. Business has 
been favorable compared with last year, showing tend- 
ency toward better quality. 


E. C. Orr, 
The Potter Shoe Company 


EASTER 30% UP IN NEW HAVEN 

Ties, sandals, pumps, blues. Yes, blues will prove 
better late seller than black and brown. Month of 
April 14 per cent better than April, 1934. March and 
April, 1935—7 per cent better than 1934. Easter week, 
1935, was 30 per cent better than 1934. 


Sidney Stokes, 
Walk-Over Shoe Store 


APRIL THE TOP IN ASHEVILLE 

Blue and white, and brown and white in tanbarks, 
swirls and fabrics. Practically all white from now on. 
March and April each better than corresponding month 
last year. April this year is also better than March 
last year. 


Ben Pollock, 
Pollock's, Inc. 
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SUMMER IS HERE IN DALLAS 

Best seller—all white, then combinations, white with 
blue or brown. High color combinations good, in- 
cluding bright Mexican colors, also pastels. Sandals 
best patterns. Cold and rain, yesterday and today, 
hurt business badly. April and March together show 
fair gain over last year. We are already into Summer 
season. 


Harold Volk, 
Vo'k Bros. Company 


OVERWHELMED BY NAVY IN NORFOLK 
Overwhelmed by the navy, with touches of white. 
Trimmed pumps, oxfords and eyelet tie patterns. 
Second line of defense—white—which will continue 
through remainder of Spring and Summer season. 








Lower heels in greater demand. Inclement weather 
retarded sales but believe final results March and April 
will exceed year ago. 


David S. Hirschler, 


Hofheimer's, Inc. 


NEITHER SNOW, RAIN, BLIZZARD INTERRUPT 
BUSINESS IN INDIANAPOLIS 

Notwithstanding snow, rain, blizzards—Kaster week’s 
business was very good and, they bought better mer- 
chandise. All styles and colors selling. Blues leading 
black and brown. White sports trimmed, very good. 
Dressy white, good, considering weather. The average 
gain for March and April more than satisfactory. The 
Spring season will be prolonged. 


Arthur G. Brown, 
Marott Shoe Store 


ONE PRETTY DAY IN MEMPHIS 

Best sellers—all white predominated. Wing tips and 
plain toe in order named. Some ventilated types sold. 
Adverse weather. One pretty day in two weeks. 
Rained today. Slight gain over last year. Locally 


we think Summer business started, based on nearly all 
white sales. 


C. T. Cardine, 
H. Halle & Bros. 


MARCH-APRIL BETTER IN PHILADELPHIA 
Blue was best seller in oxfords and straps. Weather 
has been adverse. Do not think Spring season can be 
prolonged. Will now go to whites. March and April 
much better than last year. 
Dalsimer's 


SINGING GAY ST. LOUIS BLUES 

Blue leads Easter selling as best color. 
popular type, then wide straps and ties. Combined six 
weeks’ business March and April about equals last 
year. Adverse April weather will prolong Spring 
selling season unless we get warm weather too soon 
and customers break into white shoes earlier than 
usual. 


Sandal most 


Arthur E. Ebbs, 
Swope Shoe Company 


WHITES AND MORE WHITES IN BIRMINGHAM 

Whites and more whites. Ties front. Sandals second, 
leather heels big. Very adverse weather conditions. 
Early selling whites will mean one less pair sold. Our 
combined March and April volume this year will 
slightly exceed same period last year. 


H. S. Miller, 


Parisian Department Store 


BEAT EVERYTHING SINCE '31 IN HOUSTON 
Friday it poured torrents and Saturday was a dismal, 
raw day, but despite this unfavorable weather, our sales 
[TURN TO PAGE 46, PLEASE] 
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FIFTH 
AVENUE 


BLUE sky, bright sun, a warm clear morning 

for once New York drew a perfect Easter day. Not 
in years have we seen so many fresh new shoes, worn 
at one time, in one place. 

The story of what was worn, on this fashion Avenue, 
and with what, and by whom, offers some notes for 
your post-Easter business. For while the shoe indus- 
try is meeting now to talk about Fall, there are several 
more weeks to sell more Spring shoes! 

Fifth Avenue’s Easter was a triumph for blue, of 
course. It couldn’t be otherwise—with blue taking 
the lead as it has in sales. Nine-tenths of the navy 
or soft blue outfits wore blue shoes; many others chose 
blue shoes to blend with other blue accessories. 

The point that impressed us most was how beauti- 
fully these blue shoes completed the ensemble effect 





























Sandals important — 
semi-open toes, as 
worn with the leading 
costume type — the 
soft ensemble. High 
heels far in the lead, 
but a number of smart 
flat heels also in san- 
dal types. 


By 
RUTH HARRINGTON 

























The classic broad strap for the 
smart minority. Note the shorter, 
wider skirt in this outfit. 
































Two favorite pumps. (Left) The 
opera with bows combining white 
and the shoe color to tie in with 
white accents in clothes. (Right) 
The simple black patent pump, 
worn with a grey costume with black 
touches. 
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DOES ITSELF PROUD 


by echoing some other costume accent in their discreet 
trimming touches. White trimmings came first, carry- 
ing out the many white touches in clothes. 

There were many navy shoes trimmed in lighter blue, 
calling to the color of a blouse or a blue note in a 
print. Grey details on shoes were worn with grey or 
grey combinations. These stitchings, underlaid per- 
forations and pipings in color made blue shoes more 
interesting, more lively than ever before. 

We watched especially for navy shoes with “lots of 
white,” the reverse treatment so much talked about this 
season. Smart women endorsed it strongly, but only 
in shoes of extremely simple design. They wore many 
‘pumps or ties with bold white accents concentrated 
at the throat. They wore semi-open toe sandals with 
strips piped in bold white. The fancy pattern with 
reverse trimming was worn all right, but not by the 
right people! ; 

Brown was important, but it was seen chiefly in the 
more informal type of shoe, worn with pastel tweeds, 
with checked and plaided suits. Many younger women 
went in for those semi-sports clothes—given a new 
appeal for town this year by their bright colors and 
novelty designs. . 

Among black shoes that were obviously new, black 
patent leather was the star. The smart surprise of the 
parade was the perfectly plain patent leather pump 
with a tapering toe and usually with a medium heel, 
(16-17/8). The lowered heel and the more refined 
toe gave it a decidedly new and 1935 expression. These 
pumps were sometimes worn with black outfits, but 
more often with light neutral or colored ensembles 
when other black accessories were used. The best 
dressed woman we saw, for instance, wore a tailored 
suit with black jacket and hat, grey striped skirt, white 
blouse, a silver fox scarf, a huge cluster of red carna- 
tions, and these simple pumps of black patent. If you 
have medium heel black patent pumps, play them up! 
They looked really distinguished, different and smart. 

Another surprise fashion repeated itself again and 
again among the debutante age. It was the opera 
pump in navy (sometimes in black) with big leather 
or grosgrain bow trimming standing up at the throat. 
The front loops of the bow would be the color of the 
shoe, the back loops in white. This looked very charm- 
ing with the many “little girl” collars and other white 
touches that were worn on clothes. So here’s another 
selling suggestion in pumps provided by the Easter 


The star of the Parade—just what you 
Medium 


Discreet 


expected—Navy blue oxfords. 
high cut. Kid, calf or fabric. 
trimmings in contrasting color — white, 
lighter blue, grey. Worn to match blue cos- 
tumes and with other colors for contrast. 

Black smartest in patent. Brown in tail- 
ored types. Grey in surface interest fabrics 
and leather. 

Sandals next—semi-open toes. Fabrics 
endorsed the most in this type. 

Flats? Yes, but not overwhelming in num- 
bers. A few smart broad straps. 

The three most important costume types. 
(1) Navy ensembles with bright touches. 
(2) Tailored suits in grey or beige-and- 


brown plaids, stripes or checks. (3) Bright 
and pastel tweed suits and topcoats. 





Parade. How about a pump promotion of pumps 
with bows? 

There were a number of grey shoes worn, though 
they were not seen on the very best dressed women 
(the smartest grey outfits chose black or blue shoes). 
Matching greys were invariably in surface interest 
materials—fabric, some cut suede, grained and basket- 
weave effects, suede and smooth leather combinations. 

A few novelty colors in shoes blossomed out with 

[TURN TO PAGE 36, PLEASE | 








LOS ANGELES 


CALIFORNIA’S famed sunshine turned Easter Week 
into one great and glorious buying splurge. 

Local shoemen had a fair break with warm weather 
in February when they had a start on whites, then a 
few weeks of cold weather, finally a warm, bright 
Easter Week to hearten them. 

The in-between period of rainy weather resulted in 
selling many dark shoes previous to Easter. Just what 
influence this will have on after-Easter selling is de- 
batable. Many merchants now view that period as 
more or less of a blessing, as it gave a break in the 
usual long white selling period. 

Easter Week business ran from 15 to 35 per cent 
ahead of last year, with the stores featuring the better 
shoes showing the greatest gains. 

Popular priced chain stores sold nothing but all 
whites, as blues, browns and blacks are practically fin- 
It was a case of all white kid 
with a smattering of some trimmed shoes and some 


ished for the season. 


white buck. There was practically no action on linens 
this year. During the latter part of Easter Week, chain 
store customers bought what the stores had left, be- 
cause replacements could not keep up with sales. In 
some of the chains a decided call was noticed for Beige 
pumps, with the indication that it will continue for the 


next sixty days. Trade as a whole in the chains showed. 


a marked improvement over last year. 


SHOE merchants have finished their early Spring 
style experimentations and now with Easter out of the 
way are settled down to do some serious shoe selling in 
May and June. April 1 represented the peak stocks in 


most cases. 

Pre-Easter shoe selling focussed attention on such 
materials as linens, fabrics and knitted goods for 
women and extra heavy crepe sole buck oxfords for 
men. 

The women’s trade has just started to touch fabrics 
and linens. Kid, however, is selling in volume in all 
grades from $4.00 to $18.50. After-Easter selling will 
see an increase in fabrics as well as all whites in the 
better grades. 


A few merchants were interviewed in order to give a 


a 
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WHAT 
For 


cross section of what is transpiring in the city. The 
figures in parentheses after the firm’s name indicate the 
retail prices which predominate in the store. 

Paul Kirsh, J. W. Robinson Co., department store 
($8.50 to $14.50): Blue and blue trimmed showed a 
slight lead over white and white combinations the last 
ten days. In patterns, the one to four eyelet ties in 
trimmed effects, plain pumps and sandals, sold in order 
named. We consider pre-Easter selling a definite guide 
as to what will sell in May and June. In materials, kid 
was outstanding, followed by fabrics, mesh, linen. 
suede, buck, patent and genuine pig. From a fashion 
standpoint, linen shoes having a dark base with a white 
accent will carry through May and June in very good 
shape. Color is a very strong factor. The department 
is selling more pastels and colors now than ever before. 
and is also dyeing more vivid shades. 


CHARLES D. CLINE, with two stores in Los Angeles 
and one in Hollywood ($11.50 to $16.50): The shoe- 
men who have been fortunate have been the ones who 
did not overburden themselves with whites in the early 
season. Whites are selling better now, especially in the 
spectator sports, with considerable action anticipated 
in the active sports early in May. Here we were a little 
afraid brown and white would peter out in favor of 
blue and white, but both held good. This year we sold 
50 per cent dark shoes up to this time, against 85 per 
cent white shoes last year. Dark shoes are through, as 
the weather has changed. For the next sixty days 
whites and white combinations will account for 90 per 
cent of the selling. Chamois sold as good as blue and 
white before Easter, but will not go through the season. 
In this store, which features short vamp shoes, the 20/6 
Boulevard heels are taking the place of the 16/8. 

J. J. Haggerty Co., Ray Hardebeck ($6.75 to 
$10.75): Spectator types in the white division have 
been and will be our leaders. Blues have been very 
strong. We own and have bought dark fabric shoes and 
will sell them in May. The Empire Spectator style 
development in brown and white and blue and white 
sold right out and will be good throughout the season. 
We expect to dye linens into pastels in considerable 
quantities. Lots of 18/8 heels in dressy spectator sports. 
Broad one-straps are fair as_a change, but pumps an¢ 
one-eyelet ties are the big business producers. 
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They Sold 
EASTER 


H. C. Wolfson at Mandel’s ($3.98 to $8.00) : Lots of 
dark shoes are selling in everything, even navy suedes, 
gabardines and combinations. Our feeling is that navy 
will carry through into the warm weather with a ten- 
dency toward all kid and gabardine. There has been a 
big trend toward white shoes with some pastels thrown 
in. Pre-Easter selling indicates yellow will be a sur- 
prise, as two runs which we had in yellow completely 
sold out Easter Week. This will continue as a fashion 
highlight in dress types. Yellow is a color to watch. 
We sold as many gray shoes as navy because we had 
quite a few. Right now there is a shopping spree on 
grays which we believe will soon be over. If the 
weather continues, and the present attitude of customers 
continues, anything in shoes can be sold from black to 
pink. We, personally, are very optimistic over local 
conditions. A shawl tongue oxford of Saklo cloth, 
developed in eight color combinations with a 15/8 cov- 
ered heel has been a sensational $5.00 seller. 


J. J. CHEEVERS, at Hanan’s ($8.75 to $12.50): Pre- 
Easter selling will not influence May selling. During 
Easter Week it was blue with a little trimming in dainty 
one-eyelet ties having 18/8 Continental heels. Now we 
are going into white shoes of the same types. Easter 





trade was exceptionally good, but previously it was a 
little spotty. * 

Ed. Cox, I. Miller Sons: Trade has been very good 
this Spring with dark fabrics carrying the burden. We 
do not think that merchants will sell as many white 
shoes as a year ago, due to so many influences such as 
dark linens and pastels. Some smart women are con- 
trasting Summer clothes with dark shoes, which means 
an opportunity of increasing business. Pre-Easter sell- 
ing has not as much influence on May selling as have 
the new novelties which are being developed. That 
does not mean that white shoes will not be tremendous. 

J. H. Ferguson, The May Co. ($4.00 to $18.50) : 





TO 
BOSTON 


Blue trims outsold the brown trims, while the all white 
shoes lead in the $4.00 to $6.00 grades. It was a case 
of most all trimmed shoes at $12.75 and up. Blues are 
classed as staples. Several specialties showed remark- 
able action during Easter Week. Hand-crocheted lac- 
quered sandals at $14.50; the low-heel Mexican type; 
pastel linens at $6.00; “sweater” sandals knitted shoes 
retailing at $4.95 in all color combinations; wide 
buckle, wide strap sandals at $12.75 and $14.75 were 
all very good. The latter shoes will continue until Fall. 
We are selling lots of flat heel sandal types in linens, 
evening slippers and all materials for that matter. 
Spring heel evening slippers is a new development. 

Frank H. Bush, Wetherby-Kayser Shoe Co. ($8.50 
to $18.50): Buying took a decided turn for all whites 
Easter Week, a swing which will continue to develop 
until July. Sandals have taken hold again. We plunged 
on blues, but did not have enough. Dress sports types 
are the thing. Two new patterns have had a great ac- 
ceptance. One, a sandal type strap open way down to 
the toe with a lattice effect, developed in nine different 
ways in kid, fabric and pastel ooze, and the other, a 
latticed tie pump in many different fabrics from all 
white to all color combinations. Both of these will 
carry through the Summer and will sell up in the thou- 
sands of pairs in May and June. In spite of the fabric 
craze, kid still holds sway. 


AL GUDE ($8.75 to $14.50): May and June selling 
started in Easter Week with a tremendous pressure on 
the stocks of the white shoe family. Warm weather has 
definitely stimulated Summer selling. As we go along 
it will be a case of more sandals, more open shoes and 
more mesh. Everything has sold good, especially 
whites, which have been dormant for a month or so. 
All over blue and blue with white trim (reversed treat- 
ment) was very good and will continue until May 15. 
An all over bucko in all red and all chamois, a low 
heel sandal proved to be a sensational high style seller 
in the $5.00 grades and should continue through the 


season. 
[TURN TO PAGE 36, PLEASE | 
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President, American Retail Federation 


A UNITED VOICE tor 


FORMATION of the American Retail Federation to 
serve as “the unified voice of the entire field of dis- 
tribution on national, legislative and economic prob- 
lems,” was announced after an organization meeting 
in New York City on April 16. The Federation ex- 
pects to represent the interests of over one million 
merchants, having an annual sales volume of approxi- 
mately $20,000,000,000-—covering all lines of mer- 
chandise sold through retail stores. 

The Federation is designed to be the spokesman for 
the “third largest industry in the country.” It will be 
under the direction of Col. Clarence O. Sherrill, as 
president, and an executive committee of ten. 

The sponsor of the movement for the creation of a 
federation of retailers, Louis E. Kirstein of Wm. 
Filene’s Sons Company of Boston, says: 

“When everybody went down to Washington and began 
writing codes for retailers to observe, there was no single 


authoritative group to speak for retailers generally, and 
they were out-shouted in the proceedings that followed. 


Even today in Washington the major status of retailing 
as an industry is hardly recognized. We merchants, deal- 
ing with more than 100,000,000 customers, would like to 
be consulted about national and economic problems of 
vital importance to retailers and the consuming public. 
That will be the job of the American Retail Federation. 

“Our objectives can only be accomplished by cordial 
and complete co-operation with virile national retail 
associations.” a 

With Mr. Kirstein on executive committee are: 


JOHN S. BURKE, B. Altman & Co., New York. 

GEORGE M. GALES, Liggett Drug Company, New York. 

C. W. KRESS, S. H. Kress Company, New York. 

FRED LAZARUS, Jr., F. and R. Lazarus & Co., Columbus 
Ohio. 

ALBERT H. MORRILL, The Kroger Grocery and Baking 
Company, Cincinnati, Ohio. 

LESSING ROSENWALD, Sears, Roebuck & Co., Chicago. 

E. C. SAMS, J. C. Penney Company, New York. 

PERCY S. STRAUS, R. H. Macy & Co., New York. 

HERBERT J. TILY, Strawbridge & Clothier, Philadelphia. 
Mr. Tily, in addition to being president of Straw- 
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American Retail Federation to be Organized to Educate 
Government, Manufacturers and Consumers in Behalf of 
Over One Million Stores in All Lines 


LOUIS E. KIRSTEIN 


Founder of 
American Retail Federation 


HERBERT J. TILLEY 


President 


Retailers National Council, Repre- 
senting 200,000 Stores 


RETAILING 


bridge & Clothier, is president of the Retailers’ National 
Council, which represents thirteen of the largest 
national retail associations whose members are ex- 
pected to become the nucleus of the new American 
Retail Federation. 

The associations affiliated with the council, whose 
members represent 200,000 stores doing a business in 
excess of $10,000,000,000, are: 

National Association of Retail Clothiers. 
National Association of Retail Grocers. 

National Retail Dry Goods Association. 

National Retail Furniture Association. 

National Retail Hardware Association. 

American National Retail Jewelers’ Association. 
National Association of Retail Druggists. 
National Shoe Retailers’ Association. 

Limited Price Variety Stores Association, Inc. 
Mail Order Association of America, Inc. 
National Council of Shoe Retailers. 

National Retail Association of Music Merchants. 
Food and Grocery Chain Stores of America, Inc. 


“It seems to me,” Colonel Sherrill said, “that this 
new organization has very great powers for stores of 
all kinds and sizes throughout the country to have a 
unified voice in national and state affairs. It also ap- 
pears that this voice of the retailing industry will 
actually be speaking for the consumers who have been 
sadly neglected in all national and state legislation in 
the past. That applies particularly to taxation, for 
after all it is the consumers who pay.” 

Col. Sherrill began his new duties as president of 
the Federation, Monday, April 22, with headquarters 
at Hotel Willard, Washington, D. C. 

In discussing the plan of the body to develop figures 
on the industry in conjunction with established agencies 
such as the Harvard School of Business Administra- 
tion, Mr. Kirstein said that statistics now available are 
not worth anything for the most part. He said that 
speed in developing statistics will be stressed. 

He emphasized that retailing has been a stabilizing 
factor inasmuch as the number of unemployed in that 
trade is practically infinitesimal as compared with 
other industries. Employment stability in this field 
has been a great factor little understood by government. 

[TURN TO PAGE 63, PLEASE] _ 

















TAE 


EDITOR'S 


In the creation of the American Retail Federation last 
week lies the germ of an idea to strengthen the voice 
of distribution through retail stores in the economic 
and political life of this country. For a long time 
the need has been present for a strong national retail 
organization representing all retailers. Its birth now 
is at the right time for forward action. The nation- 
wide cooperation of all types of retail distributors 
gives to the new Federation the broadest possible base 
of usefulness. 

Trade associations have done useful work and still 
have most useful work to do in their special fields. 
The organization of a super-association is to enlarge 
the scope of that work. The Federation will augment 
the work of trades bodies and be a clearing house on 
matters of national moment affecting the philosophy 
and science of retailing. The professionally skilled 
trades will take care of their own promotions and pro- 
tections. Now is the most propitious time to build a 
great natural powgr to organize all retail opinion. 
Over a year ago, A. D. Whiteside (who did so much 
to perfect the retail code) said: 


“T am inclined to think that because of the lack 
of a centralized nation-wide organization, retailers 
have not been fully conscious of their power. You 
cannot know your strength or you would have con- 
fidence, because retailers when organized and 
thinking straight could have a greater effect on 
public opinion than any other group or bloc in 
the United States. You and your employees, 
numbering five million persons, and your custom- 
ers whom you meet in daily contact on a basis of 
mutual confidence, control the Government of the 
United States, for you are 50 million strong, and 
in stating that figure I refer only to the wage- 
earners as consumers. 

“The retail trade has it in its power, if properly 
organized with a common objective, to be the back- 
bone of the sound legislation of this country. Re- 
tailers should be the spokesmen of our people, 
and their convictions, based upon impartial consid- 
eration, should be the deciding factors in determin- 
ing the legislative actions of Congress. And 
frankly, I know of no saner people to whom to 
leave the economic welfare of this country than 
you and those thousands of other retail merchants 







For Economic Welfare of All Retailers 
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scattered from one end of the United States to the 
other.” 


The retailers in all lines of business are the 
best interpreters of public behavior and, because 
they live by service to the public and are in direct 
contact with it, they are more capable of captur- 
ing the true public spirit than the politician sev- 
eral steps removed from the ultimate consumer. 

To give you an example of how effective the com- 
bined voice of retailing can be, let us cite the experi- 
ence of a shoe merchant in Philadelphia who merged 
the voices of the various retail organizations in that 
city so effectively in a week that the combined action 
of that little powerful group did much to check the 
immediate legislative consideration of a sales tax; and 
if the work of coordination of merchant protests 
through the states is as effective, it will prevent the 
addition of that nuisance tax to the burden of retailing. 
If a national sales tax is proposed, the Federation can 
effectively present the retailers’ case, as to source of 
collection, etc., or protest it entirely. 

This little example indicates what field is open to a 
Federation representing the interests of one million 
shopkeepers. Just three measures alone would keep 
it in the forefront: Maintenance of adequate consumer 
purchasing power; reduction of the tax burden through 
accomplishing economy and efficiency in all types of 
Government—federal, state and local; and the dissemi- 
nation of sound, clear information on the service ren- 
dered at retail and interpreting the economics of the 
spread at retail. 

We believe there is much of promise in the Federa- 
tion for merchants small and large, for it is obvious 
that the Federation must work in terms of national 
public interest, and not in terms of any particular 
industry’s advantage. 

Let us hope the body can swing into action in June, 
when the present codes cease, and the future—code or 
codeless—lies before us. 
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-»-TO SELL MORE SHOES 


FEATURE 


EATHA WIAH 


EOPLE, especially parents, 
buy shoes today to last, to 
wear longer, to go farther. 


They know, from experience, 
that long wear in shoes starts 
with longer-lasting soles —soles 
that are built to take it as only 
young America can dish it out. 


So it’s good business to sell 
these thrifty customers | 
shoes with Goodyear 
Wingfoot Soles. No 


other sole has ever been made that 
will wear longer (or better) thana 
Wingfoot. They’re waterproof. 
They’re sure-footed. They’re 
comfortable. They’re tough. 
They’re the fastest-selling soles 


in America. 


And they’ll help you sell more 
shoes, just as extra wear has led 
more people to ride on 
Goodyear tires than 


on any other kind. 


WINGFOOT SOLES »o HEELS 


When writing advertisers please mention Boot and Shoe Recorder 
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Frank Jarman 


E Frank Jarman Custom Shoe has features found 

only in the finest Custom Shoes — the same style, 

the same workmanship, the same exclusive appearance 
as bench made shoes retailing at much higher prices. 









Have you ever worn a hand made shoe? Did you 
notice the difference in the smooth, comfortable walking 
surface of that shoe? The Shoulder Channel is the big 
difference between a hand sewn shoe and an ordinary 
shoe. A Shoulder Channeled Insole requires a heavy 
insole much too expensive for use in an ordinary shoe. 
The Shoulder Channel Insole used in the Frank Jarman 
Shoe is the same type as that used in a hand sewn shoe. 
Shoulder Channeled Insoles will not curl; they are flex- 
ible which allows the shoe to bend freely with each 
movement of your foot; they hold their shape; they 
have a flat bottom surface which is desired in the perfect 
fitting shoe. 


















Construction Specifications 





Bench Type Construction: Shoulder Channeled Insole; Shoulder 
Channeled Insole requires a heavy insole too expensive for use in 
ordinary shoes. Styles with metatarsal support construction; Molded 
insoles in styles with metatarsal support; Styles with pegged arches: 
Uppers stitched with silk thread; Plump quality outsoles; All 
tongues leather jined; All styles with spring steel shanks; Special 
grade insulating Valencia cork filler; Heel seats fibre-nailed; Some 
styles with special treated insoles and outsoles for extreme flexibility. 


The finest of leathers 













Among the finer leathers used in the making of Frank 
Jarman Custom Shoes are those used only in the more 
expensive shoes— 












Gallun’s fine vegetable tanned leathers; Barrett’s Llama Shrunken 
calf; Hiteman’s Braeburn; Genuine Baby Bering Sealskin; Genuine 
Australian Kangaroo; John R. Evans’ Ruby Glazed Kid; Ohio 
Leather Company’s famous Jetta Calf. Eisendrath’s celebrated 
aniline dyed calfskins and other tannages formerly used only in 
shoes at much higher prices. Now in this new Custom Shoe at $6.50 
retail. 















The Frank Jarman Custom Shoe at $6.50 retail 

] d fits, with « 
. « « Frank Jarman, whose reputation for hea ° wo field Rati sales a pro wi A 
putting value in men’s sh I ealthy mark up of 40% on every pair. 


is k 
Retails at $6.50. Costs you $3.85. 


throughout the industry, has now real- 

ized his ambition of producing a custom 

ee ee This fine line of men’s shoes will be backed by a 
special National advertising campaign with a complete 

program of dealer merchandising. 













Frank Jarman Custom Shoe. 








FOR MEN WHO HAVE ALWAYS WANTE 
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Realizes a Life’s Ambition 


Announces a new 
Shoe bearing his name 


1 OT, 


CuStom Shoe 
Bench Type Construction Retailing at 


A shoe that appeals to millions of men who have long wanted 
a custom type shoe at a price they could afford to pay. 


The 


CUVILCIL 


0 | 
Read Frank Jarman’s personal letter to you: 


‘“‘Why | Autographed These Shoes’’ 


“During my long years of experience in manu- 
facturing men’s shoes, a constant thought hes 
established in me an ambition to build a certain 


have found a way to make such a shoe. .. at 
a profit to you. 


“That is why, in placing this shoe on the market, 


type shoe—a shoe built on the principles 
used by custom shoe makers, employing many 
of their methods, yet made to retail at a price 
far below that usually charged for custom made 
shoes. 


| want every pair of Frank Jarman Shoes to. 
carry my signature as evidence of the fact that 
they have the features found in the finest shoes 
that are made.” 


“After many months of experimentation and 
effort, this ambition has been realized. We 


See Your Jarman Representative 


Your Jarman representative will call on you soon 
with the complete line of samples of the new Frank 
Jarman Shoe. Don’t fail to see this line. 


Your Jarman representative will also be pleased to 
show you the most outstanding Fall styles ever pre- 
sented in the Jarman Friendly Shoe, all to retail for 
$5. For additional information prior to his visit, write 


JARMAN SHOE COMPANY, NASHVILLE, TENNESSEE 
A Division of General Shoe Corporation 


A CUSTOM SHOE AT A POPULAR PRICE 
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NEW YORK 


YOUR WINDOW SELLING 


shelves. It will take genuine effort, well planned and 
consistently carried out, to sell them in the few weeks 
For already white shoes are beginning 
to sell in some volume. 

Newspaper advertising, backed up by attractive win- 
dow displays, are the natural and logical methods to 


WirtH the Easter selling season past, late Spring pro- 
motion gets into full stride. There is definite work 
to be done between now and the beginning of Summer. 
Spring has been late in most sections of the country. 
Unfavorable weather conditions have left many stores 
with considerable stocks of Spring shoes on their 


ELDER & JOHNSON CO. 
DAYTON, OHIO 


(Window at right) 


Now is the time to put outdoor sales 
appeal in your shoe windows and 
clean up Spring stocks before white 
shoe selling gathers momentum. But 
don't over-emphasize price in ad- 


vance of clearance sale season. 


that remain. 
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GIMBEL BROTHERS 


JOB IN MAY 


speed up selling during these remaining weeks of 
Spring. The present situation calls for intensive action 
in both directions. Outstanding shoe stores, every- 
where, have been featuring attractive window promo- 
tions in the period before Easter, as evidenced by the 
displays shown on these pages and many others, equal- 


NEW YORK CITY 


ly attractive, used in stores the country over. The cos- 
lume note has been emphasized most effectively in 
showing the place of the new shoes in the fashion en- 
semble. There is scarcely a more effective way of 
demonstrating the use of merchandise, and by suggest- 
ing use we create the desire to possess. 

From now on windows should definitely reflect the 
outdoor note. Despite the backward season, it is rea- 
sonable to anticipate that from now on weather will be 
more suited to outdoor activities and the wearing of 
Spring apparel. Show your shoes in an environment 
that suggests this call of the out-of-doors and your 
windows will be in tune with the natural impulses of 
everyone at this time of year. 

Types of merchandise to be featured in May and 
June will be governed to some extent by the location of 
the store, for already in southern sections whites and 
Summer footwear are in full swing. Wise policy would 
seem to dictate the cleaning up of browns, blues and 
other of the early Spring colors and styles of footwear 
hefore definitely launching white shoe promotions in 
windows and newspaper advertising. From all indica- 
tions, white shoes and Summer sports types will take 
care of themselves with proper presentation in ads and 
windows a little later on. The unsold Spring footwear 
presents the real problem in hundreds of stores at this 
time. These shoes are still in the picture from a style 
standpoint, and if shoe merchants of a community will 
cooperate in showing them and advertising them for the 

[TURN TO PAGE 65, PLEASE | 
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Support and comfort — those twin qualities which 
give Norwegian its universal appeal — are not the 
exclusive perquisites of gentlemen who prefer 
brogues. In lighter weights — with dainty perfor- 
ations, and a sueded back that asks for no lining 
— Norwegian is still Norwegian to fastidious wom- 
en. Truly, Norwegian is the universal leather. 


A. F. GALLUN & SONS CORPORATION, MILWAUKEE, WIS. 


GALLUN LEATHERS 


ALWAYS STANDARDS OF EXCELLENCE 


When writing advertisers please mention Boot and Shoe Recorder 





BOOT AND SHOE RECORDER, April 27, 





IW. x 


BUCKIDE 
OxFORD 
No. 3310 
Women's 
With = inter- 
ehange able 
tongue, new 


HERE'S CAMCO'S 
STYLED LINE 
FOR 1935 


SWISS MESH TIE 
No. 6400 


Women’s, Misses’ 

ildren’s 
Mesh upper, flat white 
rubber heel and sole. 
Trimmed in four color 
selections. White—red 
trim, white — white 
trim, white—blue trim, 
ecru — brown trim, 
ecru — green trim. 
Misses’, children’s, all 
white or ecru—brown 
trim. 


TO RETAIL 
$1.65 TO $1.98 


SWISS TIE 
(Sport 13/8 heel) 
No. 4548 
Women’s 
White fabric upper, 
leather sole. Trimmed 
in four color selections 
a hite, blue, brown, 

red. 


Chicago, 317 W. Monroe St. Boston, 600 Atlantic Ave. 





/R FLOWS 


/N 


New York, 125 Duane St. 


®& 

NY 
\ 

\ 


\\ 
We 





The many hues of the Alpine 
Peasant Costume are all to be 
found in this great line of 
PEASANT and SWISS TIES 
. .. @ veritable riot of color 
and style for a colorful sea- 
son...and it’s a Peasant Sea- 
son from Maine to California. 


SWISS and PEASANT TIES 
are in for a BIG SEASON... 
the once in a generation kind. 
The CAMCO LINE offers you 
unlimited color with a min- 
imum of stock. . . continued 
volume sales and substantial 
profits ... an intriguing ar- 
ray of colors and styles in 
either rubber or leather soles, 
high heels or the popular 
“flats’’ in pleasing, cool fab- 
rics or Vultex processed mésh 
uppers (which means wear.) 


All CAMCO shoes are now 
equipped with the new, pat- 
ent-applied-for AIR-O-FLOW 
MIDSOLE, a definite achieve- 
ment in the manufacture of 
cool shoes for summertime 
wear. 


Write or wire immediately for 
details and samples 


CAMBRIDGE 
RUBBER CO. 


Leather Shoe Division 


General Offices and Factories 


CAMBRIDGE, MASS. 


Originators of 
STYLE FooTwear 


St. Paul, Minn., Cor. Broadway & Prince St. 
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Jhis is the PANCO 


ATTRACTIVE DESIGN 


LONGER WEARING 


SNUG FIT AT BASE 


The ADVANTAGES of the 


PANCO STA-TITE HEEL 
are OBVIOUS 


More than 90% of the heel can be worn 
away without exposing washers, nail heads 
or other foreign materials to mar floors 
and reduce comfort. 


RESILIENCY . . Sta-tite Heels have 100%  resiliency—no 
lifeless cores to deaden the natural elastic- 
ity (springiness) of live rubber from top 
to bottom. That’s what rubber heel wearers 
want! 


TIGHT FIT .. The nailing stress which is exerted to the 
margin of the wire mesh produces a sealing 
of the edges not possible in springless solid 
core or washer heels. Thus Panco Sta-tite 
Heels give complete assurance of perma- 
nently tight edges. 


APPEARANCE Few heels equal the handsome, dignified 
non-skid design of the Panco Sta-tite Heel 
oe the quality look of its high, bright 

nisn. 


INVISIBLE Eliminates the old-fashioned, ugly, dirty- 
NAILING . . tracking nail holes. A feature applauded by 


all wearers. 


Only Panco Sta-tite Heels can 
give you all these qualities which 
make convincing, effective sell- 
ing arguments at the fitting stool 
—help sell more shoes right— 
make satisfied customers—pro- 
tect your reputation for value- 
giving—build repeat sales. 


Ask your manufacturer to use 
Panco Sta-tite heels—they cost 
no more than any good heel. 


PANTHER 
PANCO CO. 


CHELSEA, 
MASS. 
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The YOUNGER GENERATION 


GEORGE A. HILL 


GEORGE A. HILL, vice-president and sales manager of Hill Bros. Shoe Co., Hud- 
son, Mass., typifies the new generation of New-England shoe men. 


The son of the late George A. Hill, for many years one of the country’s foremost 
authorities on leather, and identified for 28 years with the American Hide & Leather 
Company, he is one of four brothers technically minded, who have forsaken the 
engineering technical field to uphold their reputations for quality shoes as effectively 
as that attained by their father in the leather field. In the past 15 years they have 
sent their men’s welts to all parts of the United States and as far away as the United 
Kingdom. 

A graduate of the Stevens Institute of Technology, George Hill was a member of 
the McElwain sales organization, selling the coast trade for McElwain prior to the 
World War and following his discharge from the service, where he was a lieutenant 
in the Naval Air Service. 

Other members of the Hill Bros. Co. include Lawson T., president; Clark B., 
secretary and treasurer, and Richard C., whose duties are chiefly devoted to buying 
and production. 

The technical genius of the Hill boys can be found in many innovations and 
features introduced in the production of shoes at their plant. Several of these have 


been adopted by other leading manufacturers. 
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HOLD YOUR FALL PLANS FOR 
LAIRD, SCHOBER “STYLE TURNS” 


Priced to retail at 1.275! 


The new Laird, Schober prices will be the big shoe-merchandising event of the fall. 
A complete line of the famous Laird, Schober “style turns” and Travelese welts will 
be priced to retail at $12.75, with a liberal mark-up. Laird, Schober quality, of 
course. * Extreme high styles, straight hand bench turns and reptiles can be retailed at 
$14.50 to $16.50. *« Our salesmen are now out with the fall line and are prepared to 
give you full cetaite of an effective new plan of merchandising co-operation. Write or 


wire if you are completing your fall plans now. Laird, Schober & Co., Philadelphia. 


When writing advertisers please mention Boot and Shoe Recorder 
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More Courage in Business 


A LEADER leads. He doesn’t go out and get rid of 
his army or his football team or his sales organization 
and promptly look for another which will lead itself. 
He knows that most people have sets of faults and that 
when you fire them to get rid of those faults you find 
yourself rehiring another set of people with another 
set of faults which may be worse than the ones you 
got rid of. 

But I know few men who seriously consider this. 
They think that by “raising hell,” as they put it, they 
are showing some sort of Napoleonic virtue. Actually 
they are creating the timidity, the lack of aggressive- 
ness that exists in their own organization. A man who 
is dependent upon a small salary for his own livelihood 
and the support of his family can soon have his own 
resourcefulness destroyed by a man who threatens him 
directly or by inteference with discharge for making 
mistakes out of over-zealousness to do his job well. 

It’s not very difficult for an executive to change his 
own frame of mind in this respect. All he need do is 
to say “yes” more often than “no,” to acquiesce to 
reasonable experiments, to pat a man on the back even 
if he has made a mistake, provided the mistake has not 
been the result of stupidity but the result of over- 


enthusiasm. 
The real problem in retailing and in advertising isn’t 


Shake off the mental 
hookworm and put some 
life into selling, or else... 


By 
KENNETH COLLINS 


Assistant to the President, Gimbel Brothers, 
Inc., N. Y. 
(Before the Washington Advertising Club) 


NRA, but just plain old-fashioned mental hookworm. 
The driving force in retail business is advertising— 
that is, advertising in the broadest sense of sales promo- 
tion. In 1926, 7, 8 or 9, we all believed that publicity, 
enthusiastically conceived and properly placed, could 
move mountains, by the power of paid advertising 
could almost create products out of thin air. We could 
find new markets. We could put new life into old 
institutions. 

Then we lost our nerve. Those of us in advertising 
lost faith in our own craft. When the belittlers and the 
muckraking debunkers attacked us several years ago 
we raised no significant voice in protest. We just stood 
and took it. We let the merchants and manufacturers 
who believed that inertia was the only way out, that 
doing nothing was better than doing something, curtail 
all advertising expenditures, and all creative adver- 
tising effort. So it is with advertising that I am most 
annoyed today. 

I have said the major need of business in this year 
of 1935 is nerve. I have blamed the branch of business 
I am in, retailing, for a too easy surrender to slothfu! 
condemnation of NRA. But first and last, I am an 
advertising man, and as an advertising man, the present 
inertia of my trade is as irritating as an hour in the 

[TURN TO PAGE 64, PLEASE] 
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Footwear Designed for Gracious Living 


And for profitable selling! . . . two purposes that are 
successfully blended in the new Tupper sandal line 
that is already a merchandising triumph. 


With his customary style leadership, Tupper has intro- 
duced a new note into sandal design . .. a new emphasis 
on the quarter made of a patented reinforced 
stripping that glorifies it and serves as a vital stimulant 
to increased sales. 


et There are other fresh, original details in these exquisite 
Tupper sandals, featuring authentic materials and smart 
color tones, combined with the masterly touch of 
Tupper craftsmen. 


Tupper sandals are the smartest to show . . . the most 
profitable to sell! 


352 41m AVENUE, NEW YORK,NY. 


Jootwear Designed for_Gpacious Living 





When writing advertisers please mention Boot and Shoe Recorder 
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BOOT AND 


Fifth Avenue Does Itself Proud 


[CONTINUED FROM PAGE 17] 


other contrasting accessories. Ox- 
blood—red or russet—with blue were 
smart high notes. We saw a few 
chamois shoes and chamois with brown. 
(Not so good, in fact we thought rather 
awful for town wear.) Also an oc- 
casional bright pansy purple, green, 
bright blue or bright red shoe . . 
not to be taken too seriously! 

The typical Easter Parade pattern 
was an oxford of medium height. High 
enough to give an opportunity for 
interesting design treatment, low 
enough to look light and Springy. We 
saw perhaps a dozen extremely high- 
riding oxfords among hundreds of 
modified cuts. 

Sandals came next, and the semi- 
open toe scored again with the Easter 
ensemble. About one sandal out of ten 
had a flat heel. We heard one woman 
say, as she noticed a girl in flats, 
“Look at her low heels—last year she 
would have had the dizziest heels she 
could find.” Yes, debutantes were cer- 
tainly going in for flats, though not in 
overwhelming numbers. 

Broad strap shoes were significant— 
not, again, because of their quantity, 
but because they were always worn by 
beautifully dressed women. Russet and 
oxblood calf were frequently chosen for 
these. 

The trimmed pump was well repre- 
sented though it could not compare with 
oxfords. We saw perhaps one trimmed 


pump to every six oxfords. And as 
mentioned before, there were plenty of 
spectator sports shoes, kilties, monk 
types and swagger oxfords strolling 
side by side with more formal shoes. 

To summarize the costume story: 
Navy blue costumes almost always 
were trimmed with contrasting color. 
Splashes of white. Chamois yellow and 
burnt straw color the next accent 
shade. Then the new pansy purples, 
carnation red and plenty of bright or 
light blue. These same bright clear 
colors in print—a very colorful pic- 
ture. 

Black was in the background. Navy 
blue has usurped its place. Black, 
when it appeared, was usually only one 
color in a combination of several. 
Grey was significant in suits and top- 
coats of mixture materials, checks, 
plaids and stripes. Brown also best in 
informal mixtures. Many bright 
tweeds—clear reds and rose shades, 
bright blues, yellows. A tendency 
among the young things to mix colors 
with abandon to give a poster effect. 
Two, three or more in the same cos- 
tume—a yellow coat, for instance, with 
a pansy purple hat, grey dress, black 
shoes . . . charming, because it was 
well done. 

Definitely shorter skirts on the 
smartest women. Hundreds of flower- 
trimmed costumes and hats. Lots of 
bright hats and scarfs. 





What They Sold for Easter 


[CONTINUED FROM PAGE 19] 


C. H. Baker ($3.50 to $8.00): Fully 
95 per cent of Easter Week business 
was blue and white with 75 per cent of 
that business solid white or white com- 
binations. Five per cent was dark blue 
and black. This percentage will prob- 
ably hold true for the balance of the 
season. In the white trimmed shoes, 
blue came first, brown a poor second, 
while black is just a staple and does 
not mean much. We expected the re- 
versed combinations to be over by now, 
but they are still selling fair in the 
high style shoes in blue with white. 
Grays were fairly good for the six 
weeks preceding Easter, but the de- 
mand is all over now. Indications for 
heavy selling of whites and blues has 
been made manifest for the past six 
weeks. Dark shades are now simmer- 
ing down, while the whites are gaining 
strength. All white shoes accounted for 
95 per cent of the men’s business. Ven- 
tilated shoes were fair, but did not run 
away. The big demand was for rough 
leathers in all toes, all heels, all soles 
and all patterns. The number one 
young man’s shoe, a narrow toe white 
bucko, averaged a hundred pairs a day 
for the past six weeks and sold 300 


pairs on Easter Saturday. We will sell 
10,000 pairs of this shoe alone in our 
seven stores this season. 

Burr Dace, College Boot Shop ($3.00 
to $5.00): The most unusual call dur- 
ing Easter Week was the call for gray. 
Gray suede pumps, ties and gray rough 
fabrics—almost anything as long as it 
was gray. The chances are that this 
will be good into May. This is purely 
a freak call, so we are reordering spar- 
ingly. White and white trimmed con- 
stituted 75 per cent of the Easter busi- 
ness and will hold for the balance of 
the season. “California Slacks” sold 
right through the year three times as 
well as they sold last year. During the 
coming warm months we expect even 
better sales from them. Easter Week 
selling was more of novelties, so we 
will get down to a more practical basis 
now. 


FASHION BREEZES INTO BOSTON 
Despite the Northeaster Three Days 
Before Easter 


If it had not been for a northeast 
storm which swept Boston during the 
week before Easter, bringing in its 
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wake a combination of rain, sleet, snow 
and ice, it is fair to assume that foot- 
wear sales would have been approxi- 
mately 20 per cent better this year 
than last. As it was, Good Friday and 
Easter Saturday were the only two 
good shopping days and in these two 
days stores of all grades managed to 
do enough business to make an appre- 
ciably better showing than during 
Easter week of 1934. 

The increase was larger in the vol- 
ume grade stores, running from 10 to 
15 per cent. High grade stores aver- 
aged from 5 to 10 per cent increase. 
Practically all stores were forced tv 
put on more salesmen to take care of 
the last-minute rush. 

In colors other than staples, blue 
was the favorite in all grades, and was 
particularly strong in sport and peas- 
ant-type shoes of suede. There was 
also an early and unexpected demand 
for white sport shoes trimmed with 
brown and with other higher colors. 
These were on display in many of the 
volume grade store windows, but in 
few of the higher grade stores. There 
is some fear that a sudden warm spell 
may force the darker colors into the 
background and precipitate a run on 
Summer-type footwear before stocks of 
Spring shoes have been sold. That 
there is ground for this fear is seen 
not only in the demand for white, but 
also in the equally strong demand for 
much-cut-out sandal patterns. Low 
heels prevailed in the novelty type 
footwear. 


Flower Show Helps Shoes 


OMAHA, NEBR.—A floral season and 
a floral event made business boom for 
Omaha shoe merchants during the 
week March 30 to April 6. Managers 
of shoe stores report that their sales 
increased tremendously during those 
days when the National Flower and 
Garden Show was held in this city. 

These men took advantage of the 
floral tastes of women this season and 
decorated their windows with seasonal 
backgrounds. Unusual opportunity for 
window suggestion was afforded by a 
“window opening night” on April 1. 
All windows were covered during the 
afternoon and at 7 p. m. every window 
in town was opened. Crowds thronged 
the streets. 

Shoe men displayed light colored 
shoes and white shoes mostly with 
floral backgrounds. Real flowers were 
used in many places. 

Results of this were phenomenal, ac- 
cording to the shoe retailers. 


Footwear at Florists’ Show 


PORTLAND, ORE. — “Cinderalla” slip- 
pers from the Knight Shoe Store of this 
city were a fitting climax to the North- 
west Florists’ Show and convention 
here this week, being featured in the 
public wedding that gained maximum 
public attention. They were the new- 
est type open vamp sandals of white 
satin with gold straps and heels. 
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A Continued Story 





Chapter two in the serial 
of making more sales for 


Paradise dealers 





AST month on this page dealers were 

told of the advertisement then appear- 

ing in Harper's Bazaar — the first in 

a campaign to acquaint the women of America 
with the style and beauty of Paradise Shoes. 


z aes = 
Here is the second chapter illustrated with Pe 
the compelling advertisement that appears in 


the May 15th issue of Vogue. 


These first two advertisements appearing in 
the leading style magazines — Harper's Bazaar 
and Vogue — are only a part of the campaign 
to enlarge the demand for Paradise Shoes 


material, and for profitable facts of the 
and create more sales for dealers. 


Paradise franchise. 


Line up with the line that is doing things for " 
dealers! Write today for details of tie-in To Retail at $6 and $6-50 


THERE’S PROFIT IN PARADISE 





The feature advertisement in WOGUE 


Note to Paradise dealers: Window cards “As Seen in 

Vogue” dramatizing this advertisement free upon request. 
Write for them. 

slip- 
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" BRAUER BROS. SHOE COMPANY, St. Louis, Mo. 


When writing advertisers please mention Boot and Shoe Recorder 





















4 LIVEN up your window 

displays for today. If 
Wednesday's stock check re- 
minded vou of some “turn- 
killers’ that ought to be 
cleared away put them in the 
window at real clearance 
prices that will tempt Satur- 
day window shoppers to come 
in and buy them. 


9 WHY not write your 
local golf club offering 
a free pair of golf shoes to 
every player who makes a hole 
in one this season. It will 
cost you very little, perhaps 
noth'ng, for few such shots oc- 
cur. But it will get you a lot 
of good, desirable publicity 
all summer. 














AY 


~ 


1 IS your selling program 

for May all planned, so 
that you know right now what 
you are going to do to “beat 
last year"? Start the month 
off with a thorough check of 
stocks today to make sure that 
you are ready to supply the 
demands that the month will 
bring. 


6 WHEN you change your 
window displays today 
for the week give some 
thought to new background 
panels if you use them. It is 
surprising how completely the 
appearance of a window can 
be changed by an inexpensive 
background panel which you 
can make and paint yourself. 


10 IF you sent out a 


letter on children's 
shoes this week it would be 
good business to follow it 
with a good ad in tonight's 
paper featuring Saturday as 
"Children's Day." For a fea- 
ture offer a ticket good for an 
ice cream soda free with every 
pair of children's shoes. 


1 3 IT is time to launch 

your men's Summer 
shoe campaign, featuring 
white and ventilated shoes. It 
should start with the new 
window trims you put in today. 
try and devise something 
original in the way of a dis- 
play and use display cards 
playing up next Saturday as 
"Men's Summer Shoe Day.” 





9 IS your hosiery busi- 
ness holding up? A 
“Hosiery Club" is a good 
stimulator. Have cards printed 
offering one pair free when 
twelve pairs have been pur- 
chased at the regular price, or 
one pair for 50c when six pairs 
have been purchased. Many 
stores are using this. 


z SEND out a letter to 

parents this week, point- 
ing out that with the coming 
of outdoor days the children 
will probably need new shoes. 
Then talk briefly and to the 
point about your line and 
about the care with which you 
fit children's feet and the im- 
portance of this. 


11 OF course you'll have 

a good window of 
children's footwear today. If 
you feature the free ice cream 
soda offered for today you 
can easily make arrangements 
with some nearby drug store 
to honor your tickets and they 
will probably be glad to share 
the expense for the advertis- 
ing they will get. 


1 The next step in your 

men's Summer shoe 
campaign is to send out a 
letter to your customer list 
today announcing next Satur- 
day as "Men's Summer Shoe 
Day." Make it an interesting, 
personal letter. Be sure you 
mention that the new shoes 
can be seen in your windows 
any day. 


THE 

















-RETAIL 
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VAN A Working Schedule 
\\ To Produce More Profit 


3 USE a fairly large ad 
in tonight's paper for 
Saturday's selling, and play up 
sports footwear. If you sell 
golf shoes include them in the 
ad. And feature your “best 
seller" in hosiery prominently 
because hosiery will be a big 
volume producer during the 
summer. 


8 IN checking stocks to- 

day watch for outs in 
hosiery s'zes and colors. You 
may THINK your stock is in 
good shape but you must 
check it to KNOW. A re- 
cent check in one hundred 
good shoe stores selling ho- 
siery showed less than 20% 
with adequate stocks of sizes 
and colors. 





15 CHECK your stock to- 
day. Why not have 
every salesman call up his 
personal customers among the 
men today and tell them the 
Summer story. A personal in- 
vitation by phone to come in 
before Saturday and see the 
new men's shoes for Summer 
will mean some extra business. 


— ~~. —<—— 4 «= = -& LA 
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for Busy Merchants 


through Planned Promotion SS 


1 TODAY send out a 

mailing card follow-up 
of your letter reading, "A Re- 
minder! Saturday is the day 
you are going to drop in at 
Blank's Shoe Store and get a 
pair of Summer shoes." Use 
an ordinary Ic government 
postal card and print it in red 
or green or blue. 








9 HOW long has_ it 
been since you have 
changed your interior trims 
and price and display cards? 
Isn't it about time to get the 
store interior brightened up 
for the Summer? Are the elec- 
tric fans cleaned and ready to 
go? Check the premises for 
Fire and Accident hazards. 


98 HAVE you done any- 
thing about going 
after the white shoe business 
from graduates? If not you 
had better secure a list from 
local schools at once and get 
out a letter. Most of this 
business comes the week be- 
fore qraduation so your letter 
should go out about a week 
in advance. 


31 Go over your plans 
for June today and be 
sure you are ready to get 
every possible dollar's worth of 
business. It CAN be a good 
month—it's up to you! Run a 
strong advertisement tonight 
that will make tomorrow, the 
first day of June, a BIG day. 
Have some good leaders. 


Calendar_ 


17 TONIGHT you will 

want to run a big ad- 
vertisement featuring “Satur- 
day Is Men's Summer Shoe 
Day." And make it a flashy, 
attention-compelling ad! If 
you want to advertise any 
women's numbers of hosiery it 
would be better to do this in 
a separate advertisement. 


90 IN changing your 

window displays toda 
be sure and include a onan 
display of men's Summer 
shoes. Your campaign of last 
week was not intended to build 
up one day's business, but to 
get men's attention d'rected 
to Summer shoes and you'll get 
results for the next month. 


9 TONIGHT'S adver- 

tisement for Saturday 
business should feature 
women's Summer styles but be 
sure and give men's white and 
Summer shoes some space. 
The theme of the ad might be 
"You'll want smart new foot- 
wear next week for the Me- 
morial Day holiday." Feature 
hosiery too. 


99 CHECK your stocks 
today. Check up on 
your percentage of "dead" 
stocks again and see if you 
are reducing it. Since tomor- 
row is Memorial Day it would 
be well to plan a patriotic 
window display. It need not 
be elaborate. In fact a simple 
display will be more appro- 
priate, 


MAY 


18 IF your preliminary 
advertising has been 
well done you will undoubtedly 
enjoy a good men's business 
today. But to be sure of some 
women's business too you 
should have several good 
values in women's shoes and 
hose prominently featured in 
the windows. Don't overlook 
men's hose today! 


91 YOU have been using 

your mailing list fre- 
quently this month. Are you 
carefully checking all the 
pieces returned by the post- 
office and correcting your list 
so that you won't waste post- 
age on the next mailing? To 
keep your mailing list "alive" 
you must watch it constantly. 


95 GET some talking dis- 

play cards in the win- 
dows today reminding people 
of the holiday next week. If 
you have a hosiery special to- 
day display it on a table up 
front. And see that every 
footwear customer is reminded 
of hosiery—it will mean a lot 
of extra sales. 














a 
te 


992 CHECK your stock 
again today. And 
when you're reviewing the re- 
sults of today's check keep in 
mind your requirements for 
June for now is the time to 
place orders. What per cent 
of your stock today is “dead? 
How does this compare with 
one month ago? 


9 THE new window dis- 

plays you put in to- 
day should be smart style 
displays with cards playing up 
the "New Summer Footwear 
for Memorial Day" idea. In- 
clude a white shoe display too 
for graduates. And be sure 
there is a good display of 
men's Summer-weight shoes 
too. 


3 MEMORIAL DAY. A 

holiday for you. Try 
forgetting about the shoe busi- 
ness for the day and you'll 
come back to the store tomor- 
row with new "pep" to go 
after Summer business. 


< 
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An 


Important Decision 
on 


PINCUS & TOBIAS SHOES 


N April 22, 1935, the United States District Court for 
the Eastern District of New York after a full trial 


handed down a decision sustaining the defense which 





Pincus & Tobias, Inc., had made to the suit brought on the 
Maccarone patent by Fred Maccarone and Del-Mac System 
Corporation. The Court held that the Maccarone patent 
was invalid and finally dismissed the suit with costs in favor 


of Pincus & Tobias, Inc. 


7 HIS decision fully supports the right of Pincus & Tobias 

to continue making its shoes by the same process as 
heretofore. Rumors and reports which have been previ- 
ously circulated in the trade charging that Pincus & Tobias 
shoes or the method of their manufacture was an infringe- 


ment are thus effectively disproved. 


PINCUS & TOBIAS, Ine. 


Brooklyn, New York 





When writing advertisers please mention Boot and Shoe Recorder 
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A NEW HEADLINER 
FLASHES INTO THE PROFIT PICTURE 


Sponsored by a prominent merchandiser 
and approved by many leaders (as indi- 
cated by their orders) the “Sally” Sandal 
bids fair to be an outstanding style leader 
for the Spring and Summer season. It’s 
the proverbial dark horse—forging ahead 
to popular acceptance as the most desir- 
able and smartest of the low heel types. 
Sallys are fine fitters, for the patterns and 
lasts were carefully developed and fully 
tested in the big universal Sandal run of a 


few years ago. 

Hand Turned Sally Sandal Blue, 
Green, Red, White Kid, Blue, 
Green, Red Morocco, Black Patent. 


2%-9, AA-C 
4/8 Leather Heol 
10/8 Covered Heel 


3 Weeks Delivery 


MADE By L. B. EVANS’SON COMPANY — WAKEFIELD, MASS. 
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Ce ay, 
baat on Wo fealawi 
Md Ypar-round Sipe 


made possible by 
this slide fastener 


ITS CORRECT NAME IS 


TALON 


REG. U. S. PAT. OFF. 


When you select your overshoe 
stocks, be sure to insist on Talon- 
fastened models. The name Talon 
fastener has a consumer acceptance 
and prestige which no dealer can 
afford to overlook. You take your 
overshoe sales out of the “football” 
price wars... you give your Cus- 
tomers the style, the trimness and 
the quality they seek in overshoes 
. .. and you build for yourself a 
dependable, year-in, year-out over- 
shoe business. 

The Talon fastener used on over- 
shoes puts these utility items in the 
style class. It makes possible de- 
signs that hug the foot snugly and 
smoothly. It enables overshoes to 


go on easily and quickly, for a 
gentle pull on the Talon fastener 
closes the overshoe and does away 
with fumbling and struggling with 
snaps and hooks. Manufacturers 
who attempted a return to these 
other types were forced to come 
back to Talon-fastened styles be- 
cause of overwhelming consumer 
demand for them. 

Overshoes tailored with the 
Talon fastener are so trim and 
attractive that they are fast becom- 
ing a year-round style. Women 
wear them for hose and shoe pro- 
tection now whenever the weather 
is bad, no matter what the season 
of the year. 

The outstanding manufacturers 
know the sales appeal that the 
Talon fastener closing adds to 
overshoes, and design their lines 
accordingly. 

Be sure to check the name on the 
slider when you buy. It must read 
TALON to assure you satisfaction. 


HOOKLESS FASTENER CO., MEADVILLE, PA.° NEW YORK * BOSTON ° PHILA. » CHICAGO * LOS ANGELES ¢ SAN FRANCISCO - SEATTLE 


» IWE MAME 
+ ISOMIME < 
% SLIDER 


AAAAMMAAALAAAAALAAAAAAAD ALAA DAAE adoro citer rR Te ere eenerevevanevevevenereenerverenrerrr erent T] tS 13) i . 


viverversevererere 
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No. 3049 — Black 
Flexi Calf. 
White Kid Tongue 
Lining. 

Last 995. Heel 
1844/8 Louis 
Wood. 

3% to 9— 
AAAA to B. 


$3.60 


No. 5084 — Black 
ins * a and 


wwe... on Pink- 
ing. 


tals "4 Lo ed 
uls 
i heey 
3% to 9— 
AAAA to B. 


$3.60 


No. 3039 — Black 
Flexi Calf. 


Grey Silk Stitch- 
ing. 


Last 995. Heel 
1844/8 Louis 
Wood. 

3% to 9— 
AAAA to B. 
No. 9036—Same in 
White Flexi Calf. 


$3.50 


No. 491—Blue 
Flexi Calf. 
Grey Silk Stitch- 
ing. 


Last 98. Heel 
16/8 Continental 
Wood. 

8% to 9— 


AAAA to B. 


9034—-Same ina 
White Flexi Calf. 


$3.65 


NEW YORK CITY SAMPLE ROOM ® 


s 
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Popul ar 


OEE GTS: 


Peetiabies cart 


Do Luxe 


AIC. US. PAT OFF 


IN STOCK 
To Retail 


SH2O 


We proudly present 4 headliners in an 
IN STOCK line of such distinctive 
beauty and unusual value that it makes 
real shoe world news. 


Backed by the Minor reputation and 
supplied by Minor prompt service, the 
De Luxe line typifies the efficient, yet 
friendly cooperation that enables retail- 
ers to meet the demands of today with 
authentic styles and reliable quality. 


732 MARBRIDGE BLDG. © BROADWAY AT 34TH 


"nity vimetrretrye trhitrT Tf  — TTTTTT TT TTT TT Ta), eh) TT Th a ee eT en ee rT ree 
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offers 
A New Line 
of Compelling Value 


The new Tupper line for the coming season 
is full of surprises . . . last minute designs . . . 
clever color combinations . . . beautiful, ex- 
clusive materials . . . Tupper style quality 
and value at its best. 


Unusual sales advantages lie behind Tupper's 
outstanding success season after season. 
Today Tupper's business is better than ever 
...and retailers who.sell his line share gener- 
ously in the profits. 


FOR THE BENEFIT OF HIS CUSTOMERS TUPPER MAIN- 
TAINS A SEPARATE AND DISTINCT MANUFACTURING 
PLANT, SPECIALIZING IN THE PRODUCTION OF $1.95 
RETAILERS. HERE THE SAME ADVANCED STYLING AND 
FINE FINISHING THAT DISTINGUISH TUPPER HIGH 
QUALITY FOOTWEAR ARE INCORPORATED INTO THE 
POPULAR PRICE RANGE. | 


A most unusual plaid pig A black satin hard sole 

treatment in a mule for D'Orsay with a patented cut 

men. out in the back of the heel 
to prevent heel irritation 
and to give greater com- 
fort. Another Tupper in- 
novation! 


Tupper Slipper Corp. 


352 41m AVENUE, NEW YORK,NY 














“Your Wife will be glad.to hear 
this, officer ; Surpass is tanning 


BROWN and BLUE, now, as 
well as Black !” 


Women unconsciously are attracted to Surpass Glazed Kid 
by the beauty and fineness of its appearance, by its soft, 
silky grain, by its firm texture that proves as outstanding 
in comfort and wear as it is in eye and touch appeal. More 
Black Glazed Kid has originated in the Philadelphia and 
Gloversville tanneries of the Surpass Leather Company 
than anywhere else in the world. It is only natural that 
Surpass Colored Glazed Kids, BROWNS and BLUES in 
the most popular style shades, tanned with the same skill 
and precise workmanship that have made our Black Glazed 
Kid famous, should offer the retailer and the Manufacturer 
shoe-sale potentials that are bound to mean increased 
profits. 


SURPASS 


BROWN (4) 


AND 


BLUE 


as well as BLACK 


% Shoe Manufacturer 


% Shoe Retailer 
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Most Colorful Easter 


[CONTINUED FROM PAGE 15] 


for Easter season are far ahead of anything since 1931. 
Warm sunshine weather would have produced several 
thousand dollars more business. Ties, straps and step- 
ins sold in order named. Brown and blue trimmed 
with white. White trimmed with brown or blue. 
Solid blue and solid white best selling colors. 


Lou Tuffly, 
Krupp & Tuffly, Inc. 


PUSH DARK SHOES IN DETROIT 

March and April business in our section quite favor- 
able. However, last ten days of rain and snow slowed 
up business considerably in this region. Due to nature 
of this region, weather turning warm suddenly, feel 
early Spring and dark shoes should be disposed of by 
promotion not later than May 15. 


M. A. Mittelman, 
Goetz & Mittelman 


SANDAL TYPES STRONG IN OTTUMWA 
Easter and Spring selling has shown big sale of blue. 
Increased demand for white during Easter week. Ties 
and oxford types leading sales. Sandal type strong. 
Pumps rank third. Combined sales for March and 
April about 10 per cent better than last year. 
Stevens Shoe Store 


SAN FRANCISCO BRAGS ABOUT WEATHER 

March and April business combined ahead of last 
year. Colors selling: Blue, first; white, second; fabrics 
in blue, black and brown, third; black kid, fourth, 
and patent, fifth, Types—high-cut oxfords, first; one- 
eyelet ties, second, and trimmed pumps, third. Beau- 
tiful weather this week. 


Frank Werner, 
Frank Werner Company 


HOLD ON SPRINGTIME SAYS WHEELING 

For Easter—ties, first; strip pumps, second; specta- 
tor type following. Blue decidedly first place; brown, 
second; brown-and-white, good; black kid, fair. 
Some patents. Weather generally unfavorable, 
although ideal past three days. Will try to prolong 
Spring selling. Whites showing earlier demand this 
season. We are trying to hold them back. 


R. B. Nay, 
Nay’'s Shoe Store 


WHITE AND COLORS IN IDAHO 
Early selling—blue was outstanding. Last two weeks 
—white, white-and-brown, with some white-and-blue. 
White two-eyelet and white sandals in high and boule- 
vard heels. Low heels for sportswear. 
J. T. Smith, 
‘Mode Shoe Department 
[TURN TO PAGE 51, PLEASE| 
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IT BEGINS for her, because these shoes 
are stylish and scientifically correct. It be- 
gins for you, because once she has tried 
Air-O-Pedics she'll come back for more 
pairs, and (just like a woman) she’ll tell her 
friends about them. 

Stock the Air-O-Pedic line. The Air-O- 
Pedic lasts are famous for their scientific 
construction. There are more than 100 
Air-O-Pedic styles and all sizes and widths 
to choose from. The price, $6.50, permits 
a generous profit for your store. For further 
information, write to the 














NINE REASONS WHY 
AIR-0-PEDICS 


WILL INCREASE 


l Correct fit: Air-O-Pedic 

lasts allow the ball of 
the foot to fall in its 
natural position. 


Metatarsal arch sup- 
ported ‘without strain. 


8 Air-O-Pedic Arch: Com- 
fortable, because it's 
scientifically correct. 


4 Steel shank: Air-O- 
Pedic's scientifically 
designed arch is _pre- 
served by a steel shank 
which will withstand a 
weight of 300 pounds. 


5 Extra ease for cuboid 
bone: Ample room here 
perfectly balances the 
weight between the 


YOUR PROFITS 


ball and heel-tread, 
keeping the foot in a 
normal position. 


No slipping: no gap- 
ing: Air-O-Pedic 
hoes fit securely. No 

chafing and no friction 

to wear out hosiery. 


Non-binding vamp and 
throat line: Gives com- 
fort and relief at an 
important point of 
pressure. 


8 Cushioned heel rest: 

Air-O-Pedic heel rest— 
a shock absorber at 
every step. 


9 Newest styles in all the 
wanted colors and 
materials. 























AIR-O-PEDIC SHOE CO., BROCKTON, MASS. = oe 


AIR-0O0-PEDICS 


WALK ON AIR IN AIR-O-PEDICS 
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Hal Molster, in charge of 
Leather Sorting Department 
of Selby Shoe Company, Ports- 
mouth, Ohio, inspecting a 


shipment of Evans Kid Leath- 


er. ‘“That’s what I call fine 
leather,” says Mr. Molster. 





thats what \ call 
bine Leather... 


In the hands of Hal Molster of the Selby Shoe Company — or any expert 
leather buyer or sorter, a piece of leather is an open book. First there’s the “feel” 
of fine leather, unmistakable to the touch. This tells of its workability in the shoe 
factory — its flexibility on the foot of the wearer. The grain tells another impor- 
tant story of the origin of the leather and its basic quality. Texture — color 
penetration — uniformity of tone — these are only a few of the points which the 


expert sees clearly in his open book. And on the basis of what he sees he selects. 


For more than eighty years the experts have been selecting Evans Kid as having 


all the essentials of fine leather, suited to the fashioning of fine footwear. And 
today, you find this superior tannage adding its factor of extra beauty and value 
to many of the most successful lines of shoes. John R. Evans & Company, 


Camden, New Jersey. 


Cans kid 


THE KID WITH A DEFINITE SALES INFLUENCE 
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SILHOUWELTS. 








Many leading manufacturers are 
supplying their customers with smart 
new models of lightweight shoes 
made by this thoroughly practical 
method. 








Silhouwelts, for Spring and Summer 
wear, are made for men and women 
who insist upon quality, style 


and comfort. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Here's a shoe that displaces the ‘sneak’ by 
giving many times the value at a low price, 
better ventilation and an arch supporting, 
comfortable last. The quality in this shoe 
and its low price really helps you meet chain 
store competition! Teeple Quality helps you 
to win and hold the appreciation of the 
boy's parents. And our In-Stock service 
quickly replaces needed sizes and widths. In- 
Stock Catalog sent on request. 


27, 1935 


Style 559.—Broncho Brown Elk Pow-Wow 
Goodyear Wingfoot Soles and Heels 


Little men's 11-134/-CD 
Boys’ 1-6 
Menteen's 6!/-11 


“Reach for a Pow-Wow instead of a sneak." 


BOYS’ AND M 


Ww eA U P U N : 


£N'S 


FOOTWEA 


SoG. v. Ov = N: “S* 2h UN 





Most Colorful Easter 


[CONTINUED FROM PAGE 46] 


LET'S REFORM CALENDAR 
SAYS SAN FRANCISCO 

Business indications so far this 
month presage a combined March and 
April, 1935, volume at least equaling 
and probably bettering last year’s fig- 
ures. Weather conditions highly un- 
satisfactory until five days ago. Cal- 
endar reform making Easter a fixed 
date would tend to stabilize present 
unbalance. Blue best selling color in 
linen and gabardine fabrics—with ox- 
fords and one-eyelets most acceptable 
types. White starting to assert its 
supremacy with indication that it will 
soon lead sales. Unless specialty shops 
and department stores can be made to 
realize fallacy of running enormous 
Easter clearance sales the day after 
Easter, Spring selling period cannot 
be prolonged. Such a condition is 
highly unfortunate. 

Melville Kaufmann, 
Sommer & Kaufmann 


BLUE TREMENDOUS IN TOPEKA ! 

Sale of blue shoes tremendous. White 
very good. Blacks average. Ten per 
cent increase to date over March and 
April last year. Marked increase in 
demand for better shoes. Ours a 


family type store—price range $5 to 
$10.50. Men’s shoes slow. 
Payne Shoe Company 


FABRICS FIRST IN PORTLAND 
March weather and business very 
bad. Easter weather perfect. Busi- 
ness better than year ago. Blue, first; 
white, second; grey, third. Fabrics, 
first; kid, second; rough leathers, third. 
Any pattern that is unusual. Low ties, 
first; pumps still good. Heels, low 
and medium. Portland sure of good 
Spring and Summer business. 
Will Knight, 
Knight Shoe Company 


MEN IN WHITE IN KANSAS CITY 
Colors selling best in Easter business 
in order given—Women’s: Blue, black, 
white. Men’s: White predominating. 
Children’s and girls’: All white. Com- 
parison of sales for 1934 and 1935 from 
March 1 to date, show decrease 2 per 
cent from last year. 
Robinson Shoe Company 


COLORFUL SPRING IN PROVIDENCE 
Colors as sold—pblues, blacks and 

browns. Sports — white-and-brown 

trim, all-white linens, brown or blue 


with white trim. Types—one-eyelet 
ties, seamless pumps, oxfords — both 
welts and turns. March and April 
about even, maybe a slight increase. 
E. J. Burrell, 
F. E. Ballou 


MONK TYPES IN MIAMI 
Style: Monk types in sandals and ox- 

fords. Materials—first, buckskins; sec- 
ond, kid; third, fabric. Colors: First, 
all-white; second, brown-and-white; 
third, combination colors in buckskin 
with white. March and April business 
good. 

J. L. Craig, 

Burdine Bootery Co. 


LENGTHEN SPRINGTIME IN CHICAGO 
The results of our Easter sales 

clearly indicate blue as the predominat- 
ing color, and our most successful 
models were low heel flats. Easter vol- 
ume highly satisfactory, both as to 
units and base price. We prefer hav- 
ing Easter late in the season as it af- 
fords a longer Spring business. 

Julius Goldberg, 

O'Connor & Goldberg 


BIG SELLING SEASON IN MINNEAPOLIS 
Our March business this year ex- 
ceeds March last year. April business 
to date 75 per cent ahead of April last 
year. Blue oxfords and “T” straps 
best selling color and types here for 
[TURN TO PAGE 66, PLEASE] 
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Helping you sell more 


SHINOLA WHITE 


Counter displays remind customers to buy. Use 
the Shinola White Cleaner display container 
(which holds one dozen bottles) shown at the 
right...or one of the free counter cards similar 
to the one illustrated. This is display No. P-78. 
It is printed in blue and orange on silver foil 
and measures 7%" in width by 9%" high. 


Attractive window displays bring customers in- 
to your store to buy Shinola White Shoe Cleaner. 
The 3-panel design shown here is No. P-87. It 
is printed in 8 colors and measures 44” wide by 
22%" high. For free display material, write to 
SHINOLA, 88 Lexington Ave., N. Y. C. 


DAR ENT S 
Yay ¢ rue Sfor 
15 national magazines will carry Shinola White / Da “lo $tars } ae. 
advertising this summer. Each ad shows how VS ae an 
Shinola really cleans white shoes... doesn’t just sae 

cover dirt, but removes stains and restores shoes 

to original whiteness. The ads will build even 

greater consumer demand for this popular white 

cleaner. Check your stock of Shinola White to- 

day. Order now from your jobber or wholesaler. 


Rai AG aS 


SHINOLA * THE LARGEST SELLING 


When writing advertisers please mention Boot and Shoe Recorder 





BOOT AND SHOE RECORDER, April 27, 1935 | Page 53 


rid Moves: Un 


Modern Stylists are making this the 
“Land of the Free”. Going or gone are 
fashions that strain and restrain. Keep- 
ing apace with this trend to comfort 
is America’s most modern style shoe... 


Brownbilt 


AIR/ STEP 


Shoes for Women 








Imagine shoes becoming a national topic 
of conversation. Of all things! But that’s 
just what’s happening. 


Air-Step Shoes have introduced the most 
revolutionary advance in women’s style 
shoe construction since the first pair of 
leather shoes. Every day thousands of 
women from coast to coast are discovering 
that high heels, fancy patterns, and all 
the details of strictly style shoes can 
now, for the first time, be enjoyed with 
amazing foot freedom. 


What achieves the miracle of foot com- 
fort? A cellular filler acts as a cushion of 
comfort. Haye sidewalks are turned into 
soft carpets. And style-minded women 
are turned into the most enthusiastic 
customers ever to have purchased a $5 


shoe. 


Representatives will be around to show 
you these amazing Air-Step shoes. A 
letter or wire will bring one immediately. 


Wow Saoe Gouge, 


MANUFACTURERS « ST. LOUIS 


TO RETAIL 


Note: Brown Shoe Company Owns 
Exclusive United States Rights 
to Manufacture These Shoes 
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Leo Bats 
Anti-Friction 





Friction is caused by two surfaces rubbing against 
each other. In ordinary shoes, friction is caused by 
the foot working back and forth. The Anti-Friction 
Tape eliminates this. 


Shoe 


The foot is kept in its proper position in 
the shoe and throughout the entire life 














The Patented Anti-Friction Tape is built into 
the shoe, goes around the foot, and is securely 
fastened to the upper at the eyelet row. 


of the shoe. 








The inside lip of the specially moulded inner- 
sole is regulated by the Patented Anti-Friction Tape 
which is adjusted by lacing the shoe. 











Made over “Combination” lasts which give 
better fit to more people than any other last ever 


modelled. 
















































































Arches vary, but the Dr. Geo. R. Davis 
Anti-Friction shoes fit them all. 


Feature Foot Comfort 


build repeat business through Style, Comfort, and 
Quality—Never was the consumer more receptive to 
this famous shoe—The majority of men and women 
in your trade area are suffering from foot troubles 
which Anti-Friction shoes can relieve or correct—En- 
dorsed by leading foot specialists everywhere and 
praised by thousands of satisfied wearers. 


28 Styles IN STOCK 
for MEN and WOMEN 


enabling you with a small investment to cover the 
requirements of your trade—also giving you satisfac- 
tory mark-up and turnover—backed by cooperative 
advertising and dealer helps. 


To you, Mr. Progressive Dealer, we say, feature the 
GREATEST SHOE OF MODERN TIMES 


WRITE US TO-DAY FOR SPECIAL 
OR YOUR TOWN 


BUILT-IN 
QUALITY 


FOR OVER 
95 YEARS 


‘THOMPSON BROS. SHOE eC 


FINE SHOEMAKERS 


BROCKTON 
CAMPELLO, MASS. 





W. L. Lowe Takes Interest 
in Atlanta Store 


ATLANTA, GA.—The Hyde Shoe Store, 
No. 1 Peachtree Street, Atlanta, Ga., 
which is one of the younger high class 
men’s and boys’ shoe stores in the 
Georgia capital, is contemplating 
further improvement of its already 
ultra modern store. 

The Hydes have also engaged the 
services of W. L. Lowe, who for the 
past twenty years has been associated 
with such concerns as Geo. Muse Cloth- 
ing Company, etc. He will not only act 
as co-manager with Herbert Hyde, but 
has taken a financial interest in the 
firm. 

The store features the Bona Allen 
shoe. 


Omaha Buying Whites 


OMAHA, NEB.—The white shoe sea- 
son is opening up even earlier this year 
than it did last, when it made records 
for an early inauguration. Although 
shoe men are trying to push colored 
shoes and their stocks of white are not 
complete, people are demanding whites. 

According to I. D. Weiss, manager 
of the Herzberg shoe department, he is 
selling more white shoes now than he 
did three weeks later last year. The 
unprecedented warm weather of the 
past two weeks is accredited for this 
early demand for whites. 


Sack Cloth Shoes 


Boston, Mass.—Sack shoes, new 
here, are a variation on slack shoes. 
They have the low heels, and other ear- 
marks of slack shoes, but they are up- 
pered with sack cloth and not with 
leather. 

Sack cloth, originally, was made of 
goat or camel hair. It was used for 
sacks. It was also used for clothes as 
worn by penitent sinners to punish 
themselves. 

Now, most any rough fabric, suitable 
for footwear, is called sack cloth. 


Montgomery Ward Enlarges 


SANTA ANA, CAL.—The new Mont- 
gomery Ward and Company store here 
presents a new shoe department for 
both men and women more than twice 
the size of the old department in the 
old store and additional display space 
has been added a second time since 
the move. C. M. Thurman is the man- 
ager. The location is Fourth and Main 
Streets. 


Plaids at Cline's 


HoLLywoop, CALir.— Charley Cline 
in his French Slipper Shoppe at 6312 
Hollywood Boulevard is showing a 
large number of plaid linen sandals 
with wide straps and inner soles corre- 
sponding with the outer material. A 
combination of red, white, and light 
blue with bag to match has precedence. 
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Protest Job Lot Welfare Plan 


Rochester Retail Shoe Group to Make Plea for Adoption of Buffalo 
System of Direct Store Sales 


ROCHESTER, N. Y.—Aroused by shoe 
buying in job lots outside the city to 
meet welfare needs, a group of shoe 
retailers headed by David Wolk of the 
Enterprise Shoe Store last week pre- 
pared to take before Rochester city 
officials a plea for an allotment plan 
that would permit welfare clients to 
buy directly from stores. 

Citing the Buffalo plan under which 
welfare clients are permitted to buy 
shoes in the same manner as groceries, 
the group, organized at a meeting at 
the Powers Hotel, declared the city 
itself would save money through elim- 
ination of storage and shrinkage ex- 
penses and the clients would benefit by 


the ability to “shop” for shoes. The 
group has retained an attorney to plead 
its case. 

The group has obtained documents 
from Buffalo to show comparative 
costs with the Rochester system of con- 
tract lot buying. 

“Under the plan we are proposing,” 
an announcement of the group said, 
“all retailers small and large will bene- 
fit. It is working successfully in Buf- 
falo. Orders are made out by the Wel- 
fare Department and given to the 
relief client with a list of stores carry- 
ing the line of merchandise for which 
the order has been issued.” 





W. C. O'Malley Heads 


New Haven Retailers 

NEw HAVEN, CONN. — William C. 
O’Malley, buyer-manager for the wo- 
men’s shoe salon of The Edward Mal- 
ley Co., department store, was elected 
chairman of the New Haven Shoe Re- 
tailers’ Council at its annual meeting 
in the State House Restaurant April 
11. He succeeds John P. Lund, head 
of the Chapel street shoe store bearing 
his name. Raymond E. Hegel, cham- 
ber of commerce executive, continues 
as secretary. 

The group voted to participate in 
National Foot Health Week, and plans 
were made for intensive exploitation. 
M. H. Samuels, Temple street retailer, 
heads the special Foot Health Week 
committee, assisted by Carl Boerner, 
Arch Preserver Shop; S. E. Gordon, 
Gordon Bootery; Frederick De Matty, 
The Anthony De Matty Co.; Mrs. 
. Maude Webster, Cinderella Shoe Shop, 
and Sydney Stokes, Walk-Over Shoe 
Shop. 

Full-page newspaper space will be 
used as well as posters, window dis- 
plays and package inserts. A tie-up 
with local shoe repairers is being ar- 
ranged. 

Sydney Stokes was the principal 
speaker, discussing problems which af- 
fect shoe-retailing nationally. Retiring 
Chairman Lund gave a detailed report 


of conditions on the Pacific Coast as 
he observed them on a recent visit. 


Tanners Oppose Wage Increase 


Boston, Mass.—Massachusetts tan- 
ners, who are being pressed by their 
employees for a wage increase of forty 
per cent, have filed a brief with the 
State Board of Conciliation and Arbi- 
tration in which they claim, among 
other things, that German tanners are 
sending to Boston top grade calfskin 
at 7 cents a foot less than a representa- 
tive local tannery can afford to sell it. 

Other reasons urged against the pro- 
posed increase are burdens placed on 
industry in this state from NRA code 
requirements, decline in production and 
increase in the use of leather substi- 
tutes. The workers, in turn, cite an 
increase in food prices of thirty per 
cent, to which the tanners retort that 
employees, even with the increase in 
food prices, are better off than they 
were in 1929 on the basis of the cost 
of living figures compiled by the state. 


Elected Director 


RED BANK, N. J.—Paul Sperling, 
manager of the Tower Shoe Store, has 
been elected a director of the Red 
Bank Chamber of Commerce. He has 
been in Red Bank three years. 


Celebrates 89th Birthday 


WILLIMANTIC, Conn. — William N. 
Potter, proprietor of the retail shoe 
store which bears his name at 2 Union 
street and believed to be one of the 
oldest active shoe-fitters in the United 
States, celebrated his 89th birthday 
April 10. On May 1 Mr. Potter will 
have been in business here for 65 years, 
having established* his first store in 
1870. He has occupied his present lo- 
cation for 48 years. The veteran mer- 
chant, dean of Willimantic’s business 
men, received many cards and flowers. 


Production Trend Is Upward 
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WASHINGTON, D. C.—Boot and shoe 
production for the months of January 
and February, this year, showed an in- 
crease of four per cent over the corre- 
sponding months of 1934, latest figures 
of the Census Bureau reveals. 

The leading State in production in- 
crease was Ohio with 27 per cent 
greater output than in January and 
February of last year. The leading 
state in shoe production, New York, 
showed a decrease of 2.9 per cent for 
the first two months of 1935 as com- 
pared with same period in 1934, Mas- 
sachusetts, second leading shoe state, 
also showed a decrease of 4.4 per cent. 
The other shoe manufacturing states 
reported varying increases. 

The production for the shoes in the 
country for February, 1935, was 29,- 
833,214 pairs, while for last January, 
it was 29,007,633 pairs. The February 
total showed a decline from February, 
1934, when 30,532,518 pairs were made. 
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TRADE MARK REGISTERED 
* 


The retailer knows that 
style sells shoes—style plus 
comfort makes repeat 
sales—builds increasing 
business. 


Van-Tan Innersoles add 
maximum comfort through 
real flexibility and cush- 
ioned resilience. Their 
sleek, velvety smoothness 
adds style to the interior 
of the shoe harmonizing 
with outward appearance. 


Insist on Van-Tan for com- 


fort and style. 
* 
VAN TASSEL 


LEATHER COMPANY 
NORWICH, CONN. 








Marshall Field Fashion Show 


CuIcaco—Marshall Field & Company 
held a luncheon Easter fashion show 
April 15 in the Walnut Grill on the 
seventh floor of the loop store. Mane- 
quins modeled the latest Spring foot- 
wear between 12.30 and 2 p.m. 

The keynote of Field’s conservatism 
in styles was adhered to as evidenced 
by the description of five of the out- 
standing numbers shown. The list was 
headed by a gabardine sandal T-strap 
of Countess last, high heel of leather; 
T-strap with side buckle, extending to 
tip of toe, counter and vamp of gabar- 
dine, vamp in two petals leaving V- 
shaped cut-outs; classy, smart, yet 
ultra conservative by reason of its ex- 
treme simplicity. Black, brown and 
blue. Price at $12.50. 

A gabardine broad strap, side buckle, 
with calf, elite last. In blue or brown, 
medium heel, upper braid trimmed, 
counter and vamp dark cloth, toe and 
instep of lighter shade. Priced at 
$14.50. 

A baby calf belted oxford in black 
and blue with white line trim where 
toe and vamp meet; high heel, very 
plain; prominence is given to the large 
metal buckle of belt size. Gotham last. 
Priced at $15. 

An opera pump in black and blue 
kid trimmed in thin white lines from 
instep to vamp, charmette last, high 
heel. Priced at $15. 
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Fyfe Opens New Style Floor 


View of new third floor department, R. H. Fyfe & Co. 


Detroit—The formal opening of the 
new Style Floor on the third floor of 
R. H. Fyfe and Company was cele- 
brated recently with a sales meeting 
of the entire store upon this floor. 
Under the management of Frank 
Wood, this floor is devoted to the high- 
er priced exclusive line style shoes of 
the women’s departments. It has been 
completely refinished, making a salon 
of restrained modernism. 

George L. Long, designer and manu- 
facturer of most of the new furnish- 
ings, gave an address to employees on 
the whole ensemble of equipment, at 
the opening meeting. 

The floor is done in green, with a 
slight relief of russet trim in narrow 
stripes. A new rose taupe carpet has 
been laid, covering the entire floor. 

Comfortable chairs, love-seats and 
settees have been installed, arranged in 
two large horseshoe assemblies on 
either end of the floor. In addition, a 
series of three small bays of such de- 
sign are along the Woodward Avenue 
side, a separate arrangement of chairs 
along the south side of the room, and 
a small group of chairs in the center. 
All chairs and furniture are of mod- 
ernistic design, upholstered in a varie- 
ty of designs. Cabinet work rather 
than steel furniture, has been used. 
The upholstery patterns are arranged 
in a wide variety, giving sufficient dis- 


tinction to the room, with sufficient of 
each pattern, however, to give a proper 
degree of uniformity. Marquetry top 
tables are used effectively at two cen- 
tral positions opposite the elevators. A 
few of the chairs are done in leather. 

Display cases have been removed, 
and the only displays of this type used 
on the ficor are two small semi-oval 
cases about one yard long, between the 
elevators. A nautical star design, from 
the mariner’s compass, is used ef- 
fectively, centering in the carpet, and 
repeated in the woodwork of the mar- 
quetry tables and the upholstery of a 
few of the chairs. 


Tongren Takes Second Store 


NoRWIcH, CoNN.— V..A. Tongren, 
owner of Tongren’s Shoe Store, 11 
Bath street, is now operating the Kies 
Shoe Store, 118 Main street, formerly 
known as the George W. Kies Co. Mr. 
Tongren continues to manage his own 
Bath street store, while W. L. Pierson 
is manager of the Kies store. Ton- 
gren’s is handling Wilbur Coon, Air- 
O-Pedic and Natural Bridge shoes for 
women, Friendly and Crosby Square 
shoes for men and Tom Boy and Class- 
mate shoes for children. Lines carried 
by Kies include Queen Quality, Red 
Cross and Air Tred for women. Hey- 
wood and Nunn-Bush for men and Pied 
Piper and Bonnie Laddie for children. 


A corner on the new style floor at Fyfe's. 
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to Shoes 


DUPONT PONTAN 
QUARTER-LINING 


DUPONT FAIRFIELD 
SOCK-LINING 


DUPONT WHITE 
MIDSOLE MATERIAL 











“An ouheiciag new development, Dupont White 
_ Midsole, gives the desired smartness to this Pop- 
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How can you be 
sure you are buy- 
ing Economical 


¥ Seating? 


OU buy economical seating when 
you buy “American” Interlocking 


Seating. Cost is no more in the beginning and less in the end. 
More chairs can be set up per square foot. That means lower 
chair cost per square foot of floor space. Better service for more 
customers. They are roomier, more comfortable, more inviting. 
Attractive coverings add a touch of color that buyers like. Before 
you buy, let our designers and draftsmen suggest an efficient 
seating arrangement. Simply forward rough floor plan. 









A good looking chair priced 


In the very heart of 
Times Square — clese 
to ‘Radio City.” 


24 floors . . . 706 
charmingly furnished 
rooms (high above 
the street — your 


guarantee of sound, 
undisturbed sleep!) 

Model No. 7480 
Daily rates begin at 


surprisingly low. $4.50 $4.50 
Qie one 3% two 
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45th Street, Just West of Times Square. 
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Keep your Business 
Appointments and So- 
cial Engagements in 
the beautiful 


GEORGIAN ROOM 
DINE-DANCE to 
melodies by LARRI. 
Entertainment night- 
ly and during Sat. 
Mat. Luncheon. 

For expertly prepared 
Cocktails, it’s the 
intimate SILVER 
LINING LOUNGE. 


W. Stiles Koones, Mgr. 

















“AMERICAN”“ INTERLOCKING CHAIRS 





A 32- 
Proved facts on the 


Send for your copy of 
“New Styles in Shop Seating” 


book of helpful 





vantages of Interlocking 

type seating. Have it ready for reference when 

you are ready to buy. Copy mailed free. 
Address Dept. BS4 


American Seating Company 


ADVERTISING HELPS FOR 
FOOT HEALTH 
TWO-COLOR 


POSTERS— 
FOLDERS— 


ADVERTISING MATS 

















Makers of Seating for Shoe Stores, Schools, 
Churches and Public Auditoriums 
General Offices: GRAND RAPIDS, MICHIGAN 
Branches in All Principal Cines 

















See Page 75, March 30 Issue 
of the 


BOOT & SHOE RECORDER 












































NRA Violations in New England 


Boston, Mass.—The Field Compli- 
ance Division of the NRA, through a 
special investigation conducted in New 
England by a Regional Compliance Di- 
rector, discovers that code violation 
was found in 43.8 per cent of 491 New 
England boot and shoe manufacturing 
plants investigated. This was the first 
general investigation made. 

The report shows that adjustments 
of complaints and violations have been 
reached in almost every instance. Vio- 
lations of wage and hour provisions of 
sufficient magnitude to require that the 
operator’s representatives call at the 
local compliance office for a conference 
were found in 76 plants or 15.5 per 
cent of the total. An excess of learn- 
ers, or handicapped workers employed 
without certificates from the proper 
authorities, was found in 139 plants, 
or 28.3 per cent of the total. 

Similar surveys of the industry are 
being conducted in other regions, but 
reports on these have not yet been sub- 
mitted for any but the New England 
region. ° 


Selby Increases Common 
Dividend 


The board of directors of the Selby 
Shoe Company of Portsmouth, Ohio, 
announced April 16 that in view of 
satisfactory earnings for the past year, 
comparable with previous years, to- 
gether with the favorable outlook for 
the coming season, Selby Common has 
been increased to a $2 basis from $1.60. 
The next quarterly dividend of 50 cents 
will be payable on May 1 to stockhold- 
ers on the company’s books as of April 
25. 

Roger A. Selby, president, said the 
retirement of preferred stock last De- 
cember and the resulting discontinu- 
ance of the preferred dividends collab- 
orated with the upturn in business to 
make possible the increase of Selby 
Common. The entire preferred stock 
issue of 8456 shares was retired effec- 
tive February 1. Stockholders were 
paid $103 a share and $1.50 a share 
dividend due at that time. 
















Plants No. 1 No. 2 Full 

Investigated Complaints Complaints Compliance 
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Laird Moves to New Store 


PITTSBURGH, PA.—The William M. 
Laird Company of Pittsburgh are mov- 
ing into a new store at 433 Wood Street, 
three doors from their present loca- 
tion. 

A beautiful new modern front and 
new fixtures are being installed. This 
location is where the Laird family 
started in the shoe business over 50 
years ago. William M. Laird, Jr., is 
president and manager, and this store 
is the only one operated by any one of 
the original Laird family. 

Quality shoes will be sold as for- 
merly, with men’s, women’s, boys’ and 
growing girls’ departments at prices 
ranging from $4 to $15. Hosiery will 
also be sold. 

The front will be black Carrara glass 
with aluminum trim, modern in every 
detail. The backgrounds of the win- 
dows will have reversible backgrounds 
that can be changed at will being built 
in moveable sections for quick changes. 





College Men Shoe Salesmen 

New ORLEANS.—Roy Haydel, man- 
ager of Burt’s shoe store at Canal and 
Burgundy streets, for the last several 
years, has employed both Tulane and 
Loyola students on Saturday after- 
noons, and other rush days, thus giving 
the students a chance not only to earn 
money but business training as well, 
which is quite valuable. 
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The lightness of the Celastic Box-Toe 


makes it ideal for the Summer-weight shoe. 


Celastic is flexible across the tip line and 


eliminates loose and wrinkled linings. 


Shoes equipped with Celastic Box Toes feel 


better, look better, and wear better. 


UNITED SHOE MACHINERY CORPORATION | 


BOSTON, MASSACHUSETTS 





THE QUALITY BOX TOE 
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Riding Boots 
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JUSTIN BOOTS 


A COMPLETE LINE STYLES 
STOCK AND CUSTOM Mabe 





RIDING 
BOOTS 


IN-STOCK 
For Men, Women and 
Children— also 
Jodhpurs and Field 
Boots 








J. M. CONNELL 
SHOE CO. 


$0. BRAINTREE 
MASS. Write for Catalog 


























LARGEST 
BOOT STOCK 


in America 
Demestic and Imported 
For Immediate Delivery 


Men, Women & Children’s 
Boots for Riding 
Field, Hunting, Aviatien 
Alse Jodhpurs & Jedgores 


Senta: Catalog 
R-7 on Request 


1239 Broadway 
New York City 














Made Comptroller for Eastwood 


RocHEsTeR, N. Y.—Miss Louise M. 
Leschander, credit manager for Wil- 
liam Eastwood and Son Company, 
largest downtown retail shoe store, last 
week was promoted to office manager 
and comptroller for both Rochester and 
Buffalo stores. 

Miss Gertrude Smith, for several 
years in charge of the Rochester office 
of the Goodyear Glove Rubber Com- 
pany, was appointed to succeed Miss 
Leschander as credit manager. 
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Old Shoe Firm in New Shop 
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Modern new store front recently installed by LOTZ BROS., Madison, Indiana. This firm for 

the past 45 years has been popularly known as Hen & Ben, The Shoe Men. Benjamin Lotz, 

now 75 years of age, is still active in the business, but for many years the store has been 

managed by Bernhardt Lotz, son of the late partner, Henry Lotz. Madison is a live little 

city of 7000 located 50 miles up the Ohio River from Louisville, and draws considerable 
trade from southern Indiana and northern Kentucky. 





Entertains Fyfe Executives 


DETROIT — William T. Livingston, 
president of R. H. Fyfe & Company, 
was host to party of about 20, includ- 
ing major executives of the company 
and their wives for Sunday dinner re- 
cently. The event was held in his home 
on Lakeland Ave., and introduced Mrs. 
Livingston to executives of the store. 





Hand Picked for Easter 


CuicaGco—The Palmer Boot Shop 
featured a group of 28 especially se- 
lected models and styles for Easter that 
proved popular with their trade. These 
hand picked numbers were given a 
special display all of their own, and 
were featured prominently in news- 
paper advertising and window display. 

The 28 styles of “deluxe hand-turned 
creations for Easter” comprised in part 
a blue or black Sandor with patent 
trim, square toe and smart low heel, 
bow tie and decorated with diagonal 
strips of patent. A blue or black San- 
dor with matching patent and Chinese 
heel, wide open shank, slender T-strap; 
counter of patent, toe of Sandor with 
diagonal trim of patent squares in 
lines. Both of these numbers are of 
the snub toe and short vamp variety. 

A dainty pump, plain in blue or black 
baby calf with matching patent and 
white underlay, high heel, vamp cut-out 
three narrow strips across, gives a dig- 
nified effect. 

A novelty of plain, yet distinctive 
pattern is a Sandor with matching 
patent lattice on the rather high vamp, 
topped off with two buckle straps of 
narrow design. The lattice extends 
down into the blunt toe and ends in 
a patent leather V which completes 
the toe. The balance of the upper is 
of plain Sandor with high heel. 

A blue peasant linen trimmed in 
patent lines and smart Chinese heel, 
otherwise plain, provides a _ nifty 
pump that harmonizes with any frock. 


Domestic Hide Situation 


PeaBopy, Mass.—The domestic hide 
situation concerns tanners much, espe- 
cially as it relates to shoe buyers. 
Hides have been going up again, and 
the question with the tanners is as 
to what the buyers of shoes will do 
if the advances in hides force up 
prices of leather. 

Recent United States government 
reports foretell more drought cattle if 
dust storms and other disturbances of 
the orderly courses of nature continue 
in the farm regions. Cattle on feed (or 
being fattened for market) are the 
fewest for years. Slaughter at the 
packing houses is at a low mark. So 
a prospect of fewer domestic hides. 

For heavy hides of fine quality, tan- 
ners of mechanical leathers are paying 
premiums. There is an unusually ac- 
tive demand for heavy hides suitable 
for shoe leathers, both sole and upper, 
for the government is buying many 
shoes for the army and the forestry 
corps, and these are consuming much 
of the heavier sorts of leather. 

An abundance of rain, to grow grass 
for cattle, as well as to provide water 
for cattle, would make a deal of differ- 
ence in this matter of supplies of hides, 
leather and shoes, and the prices 
thereof. 


Joins Cramer-Tobias 

New YorK—William Spitz, formerly 
assistant in production at the Lane 
Bryant organization, has joined (ra- 
mer-Tobias Co., Inc., of 515 Madison 
Avenue, New York, as assistant to 
Leon A. Friedman, account executive 
and head of the radio department. Mr. 
Spitz is a graduate of the Wharton 
School at the University of Pennsyl- 
vania, specializing in advertising «nd 
merchandising. He comes from Scran- 
ton, Pa. 
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Trade 
Literature 


Junior Foot Health 
Booklet Circulated 


J. Edwards & Company of Philadel- 
phia have announced the coming distri- 
bution of a helpful booklet on child 
foot health. This booklet, which is 
available for use by all retail shoe mer- 
chandisers, schools, community health 
centers, health clinics, etc., is called 
“The Story and Purpose of Corec- 
Treds.” 

The 12-page booklet is a very com- 
plete study of child foot health, out- 
lining in detail all the facts about the 
condition of the modern child foot. In- 
cluded are discussions of the anatomy 
of the foot, the three important foot 
arches, the causes of foot ills, prona- 
tion and its results, and the danger 
signals of foot trouble to come. In ad- 
dition, the book is replete with many 
interesting and instructive illustrations 
and drawings that thoroughly explain 
the test. 

Attractively bound and printed in 
large, readable type, it is a book that 
should prove of great interest to junior 
shoe retailers, teachers of health 
courses, and foot specialists alike. One 
or more of the booklets may be obtained 
by writing to J. Edwards & Company, 
314-322 North 12th Street, Philadel- 
phia, Pa. 


Three Selby Catalogs 


An exceptionally well prepared series 
of three catalogs covering Spring and 
Summer styles has just been sent out 
by The Selby Shoe Co., Portsmouth, 
N. H. These three catalogs featuring 
the entire women’s in-stock lines made 
by Selby should prove to be of great 
value and interest to the merchants. 

One catalog is devoted to the pres- 
entation of their Arch Preserver line 
retailing at $9.50 and up, another is 
confined to the Tru-Poise line of $7.50 
retailers, while the third gives an ex- 
cellent presentation of their Styl-EEZ 
line of $6 shoes. The Selby Shoe Co. 
will be glad to send these interesting 
_ to any merchant that desires 
them. 


Modern Miss Catalog 


A smart new catalog featuring high 
styled, popular priced footwear for the 
Modern Miss has just been issued by 
the Huth & James Shoe Co., Milwaukee. 
Merchants who would be interested in 
receiving a copy of this beautifully col- 
ored and illustrated booklet may do 
so on request. 


Jumbo Advertisement 
Distributed 


One ‘of the most novel pieces of ad- 
vertising to appear on the Boot & SHOE 
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cut down 
on customer 
walk-outs 




















PAT. OFF. 
The world’s smoothest shoe salesman 


There's a new and highly successful T.O. (turnover) operat- 
ing in several thousand shoe stores. It’s the T.O. to Trim- 
foot, the world’s smoothest shoe salesman. 


Trimfoot is a dainty device that almost magically relieves 
the torture of metatarsal pains and callouses. It fits smoothly 
and unobtrusively into the lightest shoes. 


Whenever a walk-out is threatened because metatarsal and 
callous pains are interfering with a comfortable fit, the in- 
troduction of Trimfoot works wonders. The sale is saved, 
and a prospective “knocker” is converted into a loyal “boost- 
er” for your shoes and service. 


YIELDS TWO PROFITS 


In addition to the profits from the shoe sales it saves, Trim- 
foot yields a nice profit of its own, as it provides a 100% 
mark-up. 


Any intelligent salesman can fit 
Trimfoot in a few seconds. Sim- 
ply try it in the shoe to check 
correct position —then pull off 
paper protecting the adhesive— 
and apply. Once inserted, it be- 
comes a permanent part of the 
shoe— its presence known only 
to the wearer. 


List Price 600 


Dozen Pairs 


Remember: Slip inTrimfoot and save the sale. 


Prove its value. Order a few trial 


Retail Price $100 pairs now. Write today for a Free 
Pair booklet —'‘Here’s How.” 


WIZARD COMPANY 
ST. LOUIS, MO. + * + WALSALL, ENG. 
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Men's Shoes 
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Children's Footwear 
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MRS. DAY’S IDEAL BABY SHOES 
infants’ Soft Soles ..0-3 
intermediates ..... 1-5 
Fiexidie Hard Soles. 2-6 
Send for In-Stock 
Vatalog 
MRS. oars Cea BABY 


Locust St. Danvers, Mass. 














TURN SOLE STRAPS 


PATENT LEATHER— 


Buckle or Button, 5 to 8 
BARD. ccccsevccccecs $1.35 





IN STOCK \ 


Pe 


NAHM BRO. SHOE MFG. CO. 
Swanson and Ritner Sts. 
Phitadeiphia, Pa. 
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RECORDER’S editorial desk in many a day 
is a 22 x 17 enlargement of a full-page 
advertisement which appeared in the 
Recorder for April 13, 1935. This 
jumbo insert is an outstanding example 
of the strength and “pull” of the Re- 
corder’s advertising. 

“March with Edwards in the Foot 
Health Parade” is the heading on the 
insert which is now being distributed 
to footwear retailers throughout Amer- 
ica. The purpose of the insert, which 
comes in the form of an attractive 
black-and-white poster, is to call atten- 
tion to Edwards’ advertising. It is 
being released by the House of Ed- 
wards, leading manufacturers of health 
shoes for children. 


New Shoe Department 


FALL RIver, Mass.—A new shoe de. 
partment has been inaugurated at Tal- 
bot & Son, Inc., men’s wearing apparel 
shop, located at 62 S. Main St., this 
city. James F. Diskin has been ap- 
pointed manager of the new depart- 
ment. 
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DetroiT—One of the largest displays 
ever devoted to shoe processes ever 
shown in a retail store will be opened 
for two weeks at R. H. Fyfe & Com- 
pany on May 6. The exhibit, consist- 
ing almost entirely of equipment loaned 
by the United Shoe Machinery Cor- 
poration, will occupy the entire fifth 
floor of the building, including the 
auditorium, main hall and the north 
store room. 

Various types of shoe manufacturing 
processes will be in actual operation, 
with full equipment and products on 
display. These will include the fol- 
lowing processes: Goodyear, McKay- 
sewed, Littleway, stitchdown, Good- 
yearturn, Standard Screw, pegged shoe, 
Silhouwelt and Cemented. Illuminated 
action displays will be used. 


Fyfe to Show Shoe Processes 
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A separate exhibit of the process of 
tanning and preparing leathers will be 
given by the Eagle Ottawa Leather 
Company of Grand Haven, Mich., oc- 
cupying the center hall. 

A further addition will be a display 
of historical shoes, including such items 
as the following: jousting boot of 
Henry of Navarre, shoes of King Ed- 
ward VII of England, boots of the 
Marquis De LaFayette, and bedroom 
slippers of the Empress Elizabeth of 
Austria. These will occupy about a 
dozen large display cases. The value 
of this portion of the exhibit is testi- 
fied by the fact that it is being insured 
for $300,000. The exhibit will be widely 
publicized by Fyfe’s, and will be open 
to the public. About fifty thousand 
visitors are expected. 








Kelling's Celebrates Anniversary 


LA Porte, IND.—Kelling’s Shoe Store 
has recently celebrated its 60th anni- 
versary and to commemorate the event 
held a highly successful anniversary 
sale. Full newspaper advertisements 
were used and the results were tre- 
mendous, the attendance increasing day 
by day while the sale was in progress. 
By Saturday night it was necessary to 
lock the doors. The sale was conducted 
as a straight merchandising event, 
with no special inducements other than 
the values offered. 

It was in April, 1875, that Charles 
Kelling opened Kelling’s Shoe store at 
614 Lincoln Way. The store has done 
business at the same place continuously 
since then and is the oldest La Porte 
business that has remained in one lo- 
cation. 

Progressive business methods made 
the store one of La Porte’s outstanding 
establishments. 

As a boy, just out of school, Louis 
C. Kelling, present owner, entered the 
store with his father and has remained 
with it since then, a period of about 
30 years. Later, another son, Will 
Kelling, was associated with the firm 
and the father and two sons operated 
the business. Will Kelling passed away 
in 1918 and his interest was taken over 
by Louis Kelling. The father retired 
from the firm about 1920, and Louis 
also purchased his interest, making him 
the sole owner. 

In 1919 another brother, Harry L. 
Kelling, who had been in business in 
the west, returned to La Porte and 
became connected with the store, and 
remains with it today. Both he and 
his brother, Louis, are widely known 
and are active in the city’s business 
and civic affairs. 


Nudelman Shoe Store Sold 


BONNEVILLE, ORE.—The shoe store of 
Max and Manuel Nudelman, established 
at this government dam site to harness 








the Columbia River power, where many 
businesses have recently been estab- 
lished close to the vast Federal pay- 
roll, has been sold by Max and Manuel 
to Nudelman Brothers, their uncles, 
who will continue the shoe store under 
the management of Chet Lageson, along 
with their clothing business. 


George P. Faunce 


LYNN, Mass.—George P. Faunce of 
the former Lynn firm of Faunce & 
Spinney, shoe manufacturers, died at 
his home in Newton, Mass., aged 75 
years. 

Mr. Faunce entered the shoe trade 
when a young man, starting as a sales- 
man and subsequently becoming a part- 
ner of Benjamin F. and Frank C. 
Spinney. This concern manufactured 
shoes in Lynn and in Norway, Me., for 
about 50 years, producing the Patri- 
cian and Radcliffe lines of women’s 
shoes. 

A few years ago, A. E. Little & 
Co. took over Faunce & Spinney. Mr. 
Faunce continued with A. E. Little 
for a while and then retired. He was 
a member of several trade organiza- 
tions. 


—__. 


Visits Myers Factory 

BALTIMORE.—Oscar Hacker, Florida 
representative of D. Myers & Sons, 
Inc., has just visited the Myers plant 
to get his complete new line of whites 
for May 1 delivery. Mr. Hacker has 
been so busy since he left Baltimore on 
Dec. 20 for his territory that this is 
the first opportunity he has had to come 
to Baltimore. 

The volume of sales turned in from 
his territory would indicate that the 
good old boom days in the state of 
Florida are back again, as Hacker's 
sales were the biggest ever booked in 
this territory. 
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A United Voice in Retailing 


[CONTINUED FROM PAGE 21] 


“Purposes of the American Retail 
Federation only supplement the work of 
national retail associations. In no 
sense are they competitive. The ob- 
jectives of the American Retail Fed- 
eration can only be accomplished by 
the cordial and complete cooperation 
with virile national retail associations. 

A. MEMBERSHIP 

“There shall be two kinds of mem- 
bers. 

“1, Association members. 

“Those eligible are: 

“a, Any national retail association 
now an accredited part of a national 
retail code authority. 

“b, Any other national retail asso- 
ciation that is approved by a two-thirds 
majority of those present at any meet- 
ing of the trustees. 

“2. Subscribing members. 

“Those eligible are: 

“a, Any individual firm or corpora- 
tion engaged in retail distribution 
whose application is approved by the 
board of trustees and who pays mini- 
mum dues of $25 per year. 

B. TRUSTEES—EXECUTIVE COMMITTEE 
—PRESIDING OFFICERS 

“1, The affairs of the American Re- 
tail Federation shall be managed by a 
board of trustees chosen in the follow- 
ing manner: 

“a, Annually each affiliated national 


retail association shall name a trustee. 

“b. The subscribing members shall 
by ballot name annually six trustees, 
and one additional trustee for each two 
association members in excess of 10. 

“ce, Term of trustees shall be for 
one year. 

“d. Only those who are active mer- 
chants in their craft may be named 
to the position of trustee. 

“e, Salaried officials of affiliated na- 
tional associations may attend meetings 
of the board of trustees. They shall 
have no vote. 

“2. From their own numbers the 
trustees shall elect a chairman, who 
shall also be chairman of the execu- 
tive committee. The trustees shall elect 
an executive committee of nine, five 
shall be named from the trustees elected 
by national associations, and four shall 
be named from the trustees elected by 
the subscribers. 

“Between meetings of the board of 
trustees, the executive committee shall 
have the full power of the board. 

“3. The president of the American 
Retail Federation shall devote all of 
his time to the work of the American 
Retail Federation. He shall be selected 
by the executive committee, which shal! 
fix his salary and term of office. He 
shall preside at all meetings of the 
members. He shall, as rapidly as pos- 
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sible, gather the essential facts in re- 
gard to retail distribution, so as to be 
able to deal intelligently in national 
matters affecting the welfare of retail 
distribution. 

“The American Retail Federation 
will, through its officers and trustees, 
represent the hundreds of thousands 
of merchants of the United States, both 
directly and through their national as- 
sociations.” 


New Regal Store for Seattle 


SEATTLE, WASH.—A _ new Seattle 
branch for the Regal Shoe Co.—that is 
in the cards for Pacific Coast expan- 
sion, according to plans of E. J. Bliss, 
Jr., of New York City, president and 
director of that shoe company, as he 
tours the entire coast and gathers new 
statistics to realize further expansion 
in this Far West region. 

Because the Seattle store, which is at 
308 Pike Street, made the best sales 
performance of any Coast store during 
the past year, it is believed that Seat- 
tle may support two Regal stores. 

Expansion for the Coast is being 
based on the fact that Coast sales made 
the best showing of any district in the 
country save Detroit, according to Mr. 
Bliss, who is at present touring Regal 
stores in such cities besides Seattle as 
Los Angeles, San Francisco, Oakland, 
Sacramento and Portland. He antici- 
pates that this year will show an even 
greater business upswing than the 
previous one. 





li. lf 
See Shs 


ee 
Ee : 


In New York 


2 FOR ROOM WITH BATH 


HOWELL 


Chromsteel—the modern fur- 
niture for modern shoe shops. 
Smart, up-to-date, practical 
and very moderately priced. 
Write for Catalog. 


584 large, attractively furnished rooms, 
with private bath...from $2 single and 
$3 double, with running water...from 
$1.50 single and $2.50 double. Home of 
the new Garden Restaurant and the fa- 
mous Cafe Bar Martinique. Direction: 
American Hotels Corporation. J. Leslie 
Kincaid, President. George H. Wartman, 
Supervising Manager. 
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BROADWAY AT 32ND STREET 


NEW YORK \ tha 


One block from Pennsylvania | iL 
R.R.Station and Empire State ps ’ il ill 
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Men's and Women's 
Slippers 
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EVANS’ SLIPPERS 
Hand turned — Cement 
Padded Sole 
For Men, Women, Children 
A 77 Styles in Stock AQ 
Send for Catalog 


No. 1435R 





A L. B. EVANS’ SON CO. A 
Wakefield, Mass. 
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Hosiery Protectors 
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WALK-EZE 


PRONOUNCED WALK-EASY 


Stocking Pnrotectow NE* 


are SEAMLESS 
and SMOOTH 
seams on WALK- 


EZE'S to irritate 
the’ heel. That is 






why they are the 
outstanding leaders 
in the field. 

ORDER FROM 
YOUR JOBBER 
Manufactured by 
Onondaga Hide & Leather Co., Syracuse,N. Y. 

















Changes in Bridgeport 


BRIDGEPORT, CONN. — Willard H. 
Wadhams has resigned as buyer for the 
shoe department of The D. M. Read 
Co., department store, to become man- 
ager of the shoe department in the wo- 
men’s specialty store of Hamilton & 
Co., 980 Chapel street, New Haven. 
Mr. Wadhams has managed the Read 
department for the past 15 years, pre- 
viously having been connected with 
Meigs & Co. here for 10 years. 

He is succeeded by Warren C. Conk- 
lin, assistant buyer for the past seven 
years. Before joining Read’s, Mr. 
Conklin was connected for varying 
periods with the shoe departments of 
Meigs & Co. and the Howland Dry 
Goods Co., both in Bridgeport, and was 
for a time shoe buyer at The Besse- 
Richey Co., New Haven. 





dentist’s chair. For who, if not the ad- 
vertising man, the real pioneer and ad- 
vance scout of modern business, is to 


give business back its go-getting spirit, 


its aggressiveness. 

Ah, yes! We must play safe until 
things get a little more settled down in 
Washington. We must curtail expenses, 
we must watch every nickel, we must 
take no chances. 

Is President Roosevelt playing com- 
pletely safe? Has every major move of 
the Administration been one that could 
be thoroughly endorsed by every ultra- 
conservative economist-banker in the 
country? How long dare we play abso- 
lutely safe in business—especially as 
Government relaxes its control of busi- 
ness? Do we dare let the fellows on the 
other side of the fence possess all the 
initiative? 

Is Huey Long playing safe? Is 
Father Coughlin? Are any of those 
who want to smash into eternal smith- 
ereens any intelligent chance business 
has to recover, playing safe? They are 
not! Are the fiat money lads, the silver- 
lining boys, the rag tail and bobtail 
of the economic theorists, playing safe? 
They are not! 

A few years ago the business man of 
this country was talking about himself 
the way Emperor Jones once talked 
about himself in O’Neill’s play. He was 
a member of the Olympic throng, a sort 
of godhead of wisdom, a twentieth cen- 
tury deity. He knew he was good and 
said so. Perhaps he was unbearable 
then. Frankly, I liked him better than 
I do now when he sits sadly doing noth- 
ing, a sort of economic Jeeter Lester. 

All of us in business, advertising 
men, merchants, manufacturers, are 
guilty of the same heresy to our own 
traditions.. We are playing in the game 
so safely, so defehsively, that we are 
doing practically nothing to help in the 
great work of business recovery. 

NRA hasn’t tied our hands, we have 
tied our own. Wrapped them up snugly 
in the mittens of inertia. We are afraid 
to speak out a good ringing “Yes, let’s 
try it” to anything different or novel or 
unusual or experimental. 

We just wouldn’t dare have anyone 
criticize us, and that’s where we are 
cowards. What if we do make some 
mistakes while we are trying out new 
ideas? I’ve seen Babe Ruth take a 
terrific swipe at a high curve and miss 
it by a foot, and I’ve seen him connect 
with the next one so hard the small 
boys in the next sand lot had trouble 
finding the ball. The best he ever batted 
was about .280, but it made him the 
greatest ball player of all time. 

This is the moment when a business 
man with vision and imagination is 
going to go places if he will only get 
moving. This is the time an advertis- 
ing man with nerve can hit the high 
spots quickly if he will only get going. 
For, frankly, he has practically no com- 
petition today. 


More Courage in Business 


[CONTINUED FROM PAGE 34] 
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I would like to make one remark in 
passing about one of the reasons as I 
see it, for this lack of courage and 
initiative. I think it can be traced in 
many instances to the average lack of 
executive ability on the part of many 
major officials in business concerns. An 
executive is a man who can direct 
others, but most executives I have 
known in the past few years have 
ceased directing and have only been 
complaining, criticizing and fault-find- 
ing. 

It is my own belief that after one 
year of courageous activity on the part 
of American business we would be talk- 
ing about our present problems with 
the same academic and reminiscent sat- 
isfaction as the old lads, who weath- 
ered it, discuss the blizzard of ’88. 

So I have written my advertisement: 
“Wanted: Some Business Courage.’ 
Who’s going to answer? 


lowa Store to Move 


ANAMOSA, IA.—The McNamara Boot 
Shop here will move into a corner loca- 
tion shortly in a remodeled, modern- 
ized shop. A complete children’s de- 
partment will be installed. 





Shoe Men's Day in Danville 


DANVILLE, ILL.—I+ was Shoe Men's Day in 
Danville when Frank P. Meyer took his seat as 
mayor. Most shoemen of the older generation 
knew Meyer as the live wire of shoe association 
work. He put that old time energy into his 
campaign for mayor and won out, almost two 
to one. 

To prove it was a real triumph for shoe men, 
Meyer appointed the son of one of his com- 
petitors to the office of city attorney. John 
Spivey, the new city attorney is the only son 
of Fred Spivey who runs the Arch Preserver 
store and is vice-president of the Musebach 
Shoe Co., one of the enterprising industries of 
Uncle Joe Cannon's town. We might inter- 
polate here to say that this is Spivey's lucky 
year. He won $38,000 (thirty-eight thousand 
dollars) in one of the English race drawings 
early in the year. 

One of the men who was carried on the 
Frank P. Meyer slate and who headed the 
ticket in point of number of votes is George 
Freeman. Freeman who is a former hotel clerk 
and manager was always particularly nice to 
all shoe men who stopped with him. He is now 
Commissioner of Finance of the Danville Coun- 
cil of Commissioners. 

In his address on taking office, Mayor Meyer 
promised his constituents to make Danville one 
of the livest towns in the country. Shoe men 
will take this promise seriously. They know how 
live all conventions were when Meyer had 
anything to do with the management. Ask some 
Illinois shoe man if he remembers the Rock- 
ford convention. 

We regret to state that Frank Meyer at the 
present time is confined to the hospital with 
a sore throat. He showed his qameness by 
getting out of bed to attend the installation 
of himself and his commissioners. 
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You Repeat Your Profits with 
“America’s Finest Comfort Shoes”’ 


When in CHICAGO. 


Sleep in Mountain Air 
AT THE 46-STORY 


MORRISON 
HOTEL Metiercr 


| Clark Streets 
THE CENTER OF DOWNTOWN 


In the unbroken silence of 
a Morrison Tower room, 
you sleep soundly all night; 
yet you are only an ele- 
vator ride from the heart 
of the business district. 


ROOM SOO 








RIGHT AND LEFT 
PATTERNS TO ASSURE 


EXTRA FINE QUALITY SNUG-FIT AT ANKLE 


PIG LEATHER INSOLE 














SPECIAL CONSTRUCTED 
GENUINE PIG LEATHER 

















SCIENTIFIC SEWED 
HEEL SEAT 














VENTILATED 
FOUR AIR VENTS GIVE 
CONSTANT FREE AR 
CIRCULATION 


NEW SPRING 
AND ELASTICITY 
TO EVERY STEP 


100% NAIL.LESS HEEL 
SEAT, NO NAILS TO 
PUNCTURE FOOT 



































The RIGHT FEATURE shoe which has undergone the acid test of 
several years manufacture will produce REPEAT PROFITS for you. 
Nu-Matics with their patented, scientific, "cushion" and "nail-less” 
features are virtually non-competitive. Send for our Catalog of 
Men's and Women's Shees. 


$4.00 Double 


with Bath, Servidor and 
Circulating Ice-Water 


Home of 
TERRACE GARDEN 


an 
Cgeeney BOSTON OYSTER HOUSE 
LEONARD HICKS, Managing Director 
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Beware of Imitations 





ROHN SHOE MFG. CO. 
512 W. Horide St., Milwaukee, Wis. 


Un Matic 


CUSHIONED SHOES 





| Your Window Selling Job for May 


[CONTINUED FROM PAGE 27] 


next few weeks, withholding the dis- 
tinctly Summer shoes for promotion a 
little later on, it should be possible to 
sell many more pairs at a profit. 

Of the three windows illustrated this 
week, the I. Miller display, at the top of 
the left-hand page, is distinctly in the 
Easter spirit, but nevertheless illus- 
trates an effective way of showing 
shoes, hosiery and accessories that can 
be used with good results at any season 
of the year; the window at the bottom 
of the page, by Elder & Johnson Com- 
pany, Dayton, Ohio, dramatizes most 
effectively the outdoor spirit to which 
reference was made previously, and the 
Gimbel Brothers window -represents a 
novel and interesting way of featuring 
shoes on individual shelves. The sil- 
houettes showing the women’s costumes 
are in various colors, of course, with 
the correct costumes to harmonize. 

Despite the fact that many retailers 
will be most anxious to clean up their 
Spring shoes during May, it seems in- 
advisable at this time to launch clear- 
ance sale promotions, either in win- 
dows or newspaper ads. To do this, 
the RECORDER believes, would very like- 
ly have a most unfortunate effect on 
customer psychology. There is in evi- 
dence in many places a distinct grad- 
ing-up tendency in shoes. Merchants 


are getting better prices and custom- 
ers are willingly paying a little more 
for better quality in materials and 
shoemaking. It is most desirable to en- 
courage this tendency, and the launch- 
ing of unseasonable sales tends to make 
the public more price-conscious. 

And so we say promote shoes through 
the appeal of style and service and 
avoid overemphasis on price. It will 
be time enough to start clearance sales 
when the appeal of Summer styles has 
lost its edge, and that won’t be before 
mid-July for most stores. 

National Sport Shoe Week (May 25- 
31) calls for special window promotion 
which again should emphasize the out- 
door theme. This promotion suggests 
numberless interesting possibilities for 
backgrounds and treatments with a 
sports atmosphere. Blown-up sports 
photographs, National Sport Shoe Week 
posters and specially prepared drawings 
with a sports flavor can be used to cre- 
ate backgrounds and panels that will 
be colorful and attractive—an appro- 
priate setting for the wide variety of 
sports footwear that will be in demand 
at that time. 

Coming just in advance of Memorial 
Day, National Sports Shoe Week co- 
incides with the buying habits of cus- 
tomers, who will be planning for their 
enjoyment of the first of the Summer 


holidays and in the mood to buy apparel 
and footwear for golf, tennis, riding, 
hiking, fishing and also for beach wear. 
Any or all of these types of shoes fit 
in with the promotion, as do also the 
multitude of spectator sports types of 
shoes which will be stocked by retailers 
this season. 

People will be planning motor trips 
and excursions for Memorial Day, and 
a promotion of spectator sports foot- 
wear for National Sport Shoe Week 
will catch their attention at a most op- 
portune time. The extent to which 
whites will be featured for National 
Sports Shoe Week depends to some ex- 
tent on the locality. In the far South 
they will naturally be in the forefront 
of the shoe picture at that time. In 
northern communities, on the other 
hand, it may be a wiser policy to con- 
centrate on the more strictly sports 
types and feature whites in an early 
June promotion. 

In this latter connection it is none 
too early to begin to make definite plans 
for a Summer window display schedule. 
Consistent and carefully planned pro- 
motion can accomplish a great deal in 
increasing both volume of sales and 
profits during the Summer months. In 
such promotions, window displays and 
advertising play the chief roles. In the 
April 20 issue of the RECORDER two sug- 
gested window treatments for Summer 
shoe selling were described and illus- 
trated. In next week’s issue we will tell 
the story of what a Los Angeles store is 
doing in the way of planned promotion 
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KUSH-IN-EZE 
HAND TURNEDAY 





FOOTWEAR 
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Shoe Shrinker 
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The Original 
SHOE SHRINKER 
The Shoe Doctor 


Pat. Ne. 1990142 
with 


Prepared Fluid 


Shrinks Leather or Fabric 
Makes 





Makes a 
hoes ae gy Figg ag 
$15.00 Simple ‘ont Easy to Oper- 
Guaranteed One Year ate. 

Write for More Information. 

E. C. SMELTZER CO. 


121 E. Gist St., Indianapolis, Ind. 
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Shoe Trees 
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for the Summer months, with special 
emphasis on window displays. The re- 
tailer who thus plans in advance to 
present his merchandise in novel and 
attractive windows through the Sum- 
mer months, and who carries out a care- 
fully coordinated selling program, with 
windows, advertising and suggestion by 
the salesmen on the floor, will find it 
possible to maintain and increase his 
business without destructive price- 


slashing, or overemphasis of clearance 
sales. 
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Easter. 


selling season. 
C. M. Stendal 


BLUE IN BLUE GRASS LOUISVILLE 

Best colors for Spring—blues, blue- 
and-white combination, brown, brown- 
and-white. Patterns—one and two-eye- 
let ties, “T” straps. Materials—kid 
and linen, and kid combination. White 
selling earlier this year. Business for 
March and April 10 per cent ahead of 
last year due to advanced weather con- 
ditions. 

Boston Shoe Co., Inc 


BOOT AND SHOE RECORDER, April 27, 


Most Colorful Easter 


In spite of backward Spring 
weather, expect a continued big Spring 









1935 








FROM PAGE 51] 








EQUAL TO FIVE YEARS AGO 
Good weather stimulated retail sales 

to appreciatively better levels than last 
year. In fact, gains were equal to the 
substantial records of five years ago. 
Reasonable to assume that good volume 
will continue throughout May. Con- 
sistent demand for all-whites with per- 
forated styles following the lead. De- 
cided tendency toward tan-and-white 
combinations as a start-off. This might 
change, as the season progresses, in 
favor of black-and-white. Looks like 
combined March and April this year 
will more than top last. 

Ralph Levey, 

Pokorny's 





Install Foot Comfort Section 


Cuicaco, Inut.—F rederick & Nelson 
of Seattle, have installed a Dr. Scholl 
Foot Comfort department in their 
basement shoe division. This decision 
was made after an extensive investiga- 
tion. The result of it was a firm be- 
lief that it would not only bring a sub- 
stantial volume of sale on remedies and 
appliances but that it would help the 
sale of shoes. This is one of the out- 
standing stores on the Pacific Coast. 





Tesoro Made Manager 


WoRCESTER, MASS — Frank Tesoro 
has been made manager of the Colt 
Shoe Co. of this city. Mr. Tesoro came 
to this city from Springfield where he 
was a partner in the Bell Booterie 
which was dissolved in 1929 at which 
time stores in Hartford and Springfield 
were operated. For eleven years he 
was associated with the Traveler shoe 
organization and at one time was with 
the I. Miller company. He has been 
associated with the Colt Shoe Co. for 
some time. 


Recovering from Iliness 


WoRCESTER, Mass.—L. J. Hand, buy- 
er and manager of the shoe department 
at the Deholm & McKay Co., large de- 
partment store, is recuperating in a 
local hospital following an illness of 
many months. F. D. Snyder, assistant 
buyer who is in charge of the depart- 
ment, reports Spring shoes selling well 
with indications of an increase when 
the real Spring days come. 


Wins Window Prize 


INDIANAPOLIS, IND.—Walter Vernon, 
display manager at Marott’s Shoe 
store, won the second prize for win- 
dow display in a Spring-Fest contest 
conducted by the Indianapolis News. 
The prize was $25 in cash. 

The Spring-Fest continued in all its 
various phases for one week, and 
marked the official opening of the pre- 
Easter buying season. 












Two New O'Donnell Catalogs 


St. PAUL.—Two very attractive cata- 
logs have made their appearance this 
week, issued by the O’Donnell Shoe Co. 
of St. Paul, Minn. 

One features their entire Aristocrat 
line of men’s and women’s riding boots 
and riding boot accessories. The cover 
resembles hammered brass, with a color 
motif of brown, green and black, while 
on the inside every boot is shown in 
actual shades of the leather color. 

The other has a folding cover so de- 
signed that it resembles a leather brief 
case. This catalog is devoted to their 
entire line of men’s shoes and is excep- 
tionally well done. 

Both of these catalogs will aid the 
merchant in quickly meeting the re- 
quirements of his customers; and they 
are sent on request. 


Poll Brothers Modernize 


SEATTLE, WASH.—The Poll Brothers 
have created for their prominent re- 
tail shoe outlet known as The Em- 
porium, at 1415 Third Ave., Seattle, 
this April a magnificent new store 
front, new vestibule, display windows, 
and a number of interior enlargements 
and innovations. Fresh flower corsages 
were given to all the ladies visiting the 
store following its grand “re-opening” 
this April. 





Loveman Transferred 


INDIANAPOLIS, IND.—E. L. Loveman, 
manager of the Baker Shoe Store, 38 
West Washington street has _ been 
transferred to a new Baker store in Des 
Moines, Ia. D. K. Weaver, assistant 
manager under Loveman, has_ been 
promoted to manager of the local store. 





Appointed Code Treasurer 


BIRMINGHAM, ALA. — Billy West, 
manager of the Florsheim Shoe Com- 
pany here, has been made treasurer of 
the local Retail Code Authority. He 
succeeds Harold Blach, of Blach’s who 
has resigned. 
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SHOES 


These modern SEWED SHOES 
reflect the insistent requirements 
of discerning women for foot- 
wear of dependable quality 
and comfort. 

Their popularity is recognized 
with continued enthusiasm by 
K-xozeRNale Mako shUhackaatha-Ta Mohave 


retailers. 


LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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BOOT AND SHOE RECORDER, April 27, 


1935 





SBICCA METHOD 


United States District 
granted to SBICCA 








The United States District Court on 
April 22nd, 1935, handed down its 
decision in the patent infringement ac- 
tion brought by Sbicca Method Shoes, 
Inc., v. M. Wolf & Sons, Inc., Andrew 
Geller Shoe Manufacturing Co., Inc., 
Benjamin Dickstein, Premier Shoe Co., 
Inc., and Schwartz & Benjamin, Inc., 
all of which defendants are users of 
the Del-Mac system. 

Sbicca Method Shoes, Inc., brought 


action against these users of the Del- 


In the opinion it is stated: 


Mac system for alleged infringement of 
the Sbicca Patents. 

The decision holds that from a con- 
sideration of the Prior Art and older 
Patents and the prior use of the 
method by Maccarone who employed 
the same in the factory of the Ford 
Company long prior to the alleged 
Sbicca invention, it was clear that 
Sbicca did not in any of his patents 
disclose any invention in view of the 
Maccarone patent and other patents. 


‘“‘Sbicca solved no problem. In fact his many cuts are not 
generally practiced, on the contrary, it is generally done by 
a continuous operation. The evidence to sustain the prior use 
by Maccarone and the Ford Company is sufficient.” 





Del-Mae Shoe 


New York City, 
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PATENTS INVALIDATED 


Court holds patents 


VOID! 














The court accordingly directed the dismissal of the several 
suits on the basis that—“The claims in suit of each and both 
of the (Sbicca) patents are clearly invalid.” 

In a companion opinion handed down in a suit brought by 
Del-Mac against Pincus & Tobias, one claim of the oldest 
Maccarone patent was also held invalid—otherwise the Del- 
Mac patent suit remains unchanged and continues to afford full 


protection to Del-Mac Licensees. 





WARNING 


Del-Mac Process is Fully Pro- 
tected by U. S. Patents and 
Pending Applications. 














Process Corporation 


New York 
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CLAWIFIED ann WANT AD 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


MEET . 











SALESMEN WANTED 


SALESMEN WANTED 


WANTED TO PURCHASE 











A SALESMAN 
WANTED 


A Salesman Wanted. First class 
last salesman, permanent job, 
automobile, and all expenses. 
Make application to A. A. Tilden, 
Western representative of the 
George E. Belcher Last Com- 
pany, 1604 Locust St., St. Louis, 








ALESMAN WANTED by a large nationally 

known and well established manufacturer and 
distributor of Ladies In-Stock Novelty shoes 
retailing at $1.50 to $4.00. In Mississippi to 
sell line exclusively, and in Arizona, New Mex- 
ico and Colorado, also, in Washington and 
Oregon, as side line. Applicants must have 
road selling experience and be interested in a 
permanent and profitable connection. When ap- 
plying, state experience and age. All replies 
strictly confidential. Address E-233, care Boot 
of ae ee 239 West 39th Street, New 

or 














OAST territory open with established ac- 

counts. High-grade women’s boudoir slip- 
pers, hostess ae, day-time and evening 
shoes. State aan experience, accounts sold, 
references, direct or side line. Stone Shoe Co., 
Inc., 71 Fifth Avenue, New York. 





ALESMAN calling on well rated department, 

shoe and general stores for manufacturer’s 
line of padded and semi-hard sole beach sandals 
and slippers. Commission basis. State what 
territory covered and what line now carried. 
Address E-324, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 





SAL .ESMEN-—Established line women’s novelty 
footwear retailing $2.00 and $3.00 for West- 
= Pennsylvania and Virginia. Commission. 

. C. Samuels Shoe Corporation, 115 West 
ae. New York City. 


ALESMEN WANTED for attractive line of 

sandals and slippers. Must have good con- 
nection with department and chain stores through 
the country. Dollar seller up. Commission 
basis only. Furnish references. Also as side 
line. Address E-235, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 














SALESMAN covering Eastern Pennsylvania, 
New Jersey with medium priced Growing 
Girls’, Misses’ and Children’s line desires non- 
conflicting proposition, preferably women’s nov- 
elties stocked in New York City. Address 
E-236, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 





ATIONALLY known manufacturer of popu- 

lar priced stitchdowns, prewelts, and women’s 
turn shoes is expanding sales force. All shoes 
in stock. Line sufficiently long so that no side 
line is necessary. Resident men in each state 
wanted on commission basis. State age, experi- 
ence, territory, and references in first letter. 
Address E-239, care Boot & = cae 239 
West 39th Street, New York, 








HELP WANTED 


ASSISTANT buyer women’s novelty footwear 
for popular priced chain stores office in New 
York City. Address E-237, care Boot & Shoe 
oo 239 West 39th "Street, New York, 











FOR SALE 





FoR Sale or Lease, Shoe Department, Manufac- 
turing town 10,000 in Southern Penna. Ad- 
dress E-240, care. Boot & Shoe Recorder, 239 
West 39th Street, New York, 'N. Y. 





OR SALE—About Twelve Hundred Pairs 
men’s and women’s shoes. Styles, sizes and 

oo good. Woolsey Shoe Store, Sheffield, 
a. 


FOR SALE: U. S. Patent No. 1,979,972 
pneumatic shoe sole; carpets the earth with 
compressed air; very good for calloused feet. 
Frank Guild, Met. — Lab., Welfare 
Island, New York Cit 














@ SPOT CASH \ 
FOR SURPLUS OR ENTIRE 
BRANDED SHOE STOCKS 


I. COHEN & SONS 
195 Lincoln St., Boston, Mass. 
Phone Liberty 2590 








WE BUY 

Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shezs such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Ete. 

IRVIN RUBIN 

“The House of Jobs’’ 
89 Reade St. Cor. Church 
Phone Barclay 7-7887 New York City 








CASH PAID 
FOR ENTIRE OR PART STOCKS 
Shoes, Dry Goods or Clothing 
No Quantity Too Large or Too Small 
MAX KALTER & . INC. 
hone Canal 6-43 
591 BROADWAY NEW YORK CITY 








CASH FOR BRANDED SHOES 
RETAIL OR FACTORY STOCKS 


References: I. Miller, Nunn-Bush, Geller, Beck, 
Saks—5th Avenue, Melville, Bostonian, etc. 
BARIS SHOE COMPANY, Inc. 
79 READE STREET, NEW YORK 
Telephone: WORTH 2-5180, 518! 











LINE WANTED 


ALESMAN and Stylist--now selling volume 

buyers; has large following; seeking connec- 
tion with manufacturer of three to four men’s 
shoes who wants an active volume from Chicago 
and the mid-western territory. References. Ad- 
dress E-238, care Boot & Shoe Recorder, 209 
S. State Street, Chicago. 











Buyers of Surplus Stocks 


We will buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 


QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 
106 Duane St. New York 
Phone Worth 2-5377 and 5378 


























CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 


mum charge 75 cents. 


When a box number is desired twelve words should be added for the address. 


address should be counted. 


For all other classified advertisements the rate is 7 cents per word. Minimum charge $1.25. 
In all other cases each word of the 


The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
(= Advertisements for this page must be in our New York office on Friday of the week preceding publication. “J 
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in Saint Louis 
NINTH & WASHINGTON 





@ This beautiful 


new hotel is located in 


the business, theatre and 
shopping center of the 
city. Garage service. 


e Iwo 


FAMOUS RESTAURANTS 
Coffee Grill. ..The Rathskeller 





NOx? 
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Modern—and Modenrnistic 


SAN ANTONIO, TEXAS—Vogue’s shoe 
department, operated by Senack Shoe 
Co., has just finished a remodeling pro- 
gram which makes this department one 
of the outstanding shoe selling sections 
in the country. Thick plaster walls, 
tinted a pink orchid and relieved with 
chromium strips; very modern chromi- 
um tubing furniture; special built-in 
display cabinets and a_ wall-to-wall 
carpet, all tend to give the department 
a very pleasing atmosphere, according 
to manager S. E. Heppel. All tables, 
divans and hand mirrors were made 
especially for the department. Stock 
is hidden, in keeping with the salon 
type of architecture. 





Happy Blues in Omaha 


OMAHA, NEBR.—Shoe men of Omaha 
are singing the “blues.” But it is a 
happy song for shoes are selling in 
Omaha far better than they did this 
time last year. 

“This season the colors are blue, 
blue and blue,” says Jack Orlikoff, 
manager of Brandeis Shoe Salon. We 
are selling more than we have ever 
sold before. Other colors selling in- 
clude browns with white trims. Blue 
and white shoes are good too.” 






1935 


George L. Smith 
Elected President 


New YorK—The annual stockholders 
and directors meetings of the G. R. 
Kinney Co., Inc., were held at the 
offices of the company at 2 Park Ave- 
nue on April 17. 

George L. Smith was elected presi- 
dent and treasurer and Samuel R. 
Spiker, assistant treasurer. 

David Locke, vice-president, Amer- 
ican Radiator Company, was elected 
director in the place of James Wright, 
former president and treasurer. 

All other directors and officers were 
reelected. 


Blues and Whites Selling 


ROcHESTER, N. Y.—Although fash- 
ion’s turn to navy blue costumes and 
navy blue hats for spring have deluged 
retailers with demands for blue shoes, 
the expected “big white” season pre- 
dicted by Rochester men has material- 
ized nevertheless. 

The result, according to downtown 
retailers, has been heavy sales in both 
blues and white, coupled with a de- 
mand for quality goods to an unex- 
pected extent. Quality shoes also are 
being demanded in men’s lines. 

Along with a demand for T strap 
whites with small perforations is also 
one for low heeled women’s shoes. Al- 
though the latter are being sold chief- 
ly in the lower priced class for street 
wear, retailers are querying jobbers 
on the prospect of quality low heeled 
shoes in the wake of the publicity given 
them on style pages in newspapers 
throughout the country. 

George Trentman of the William 
Eastwood and Son Company, largest 
downtown retail shoe store, predicted 
a heavy season in sports shoes for both 
men and women. He confirmed the re- 
port of demands for quality shoes, 
pointing out that many purchasers are 
definitely stepping into the higher 
priced class with what appears to be a 
freer circulation of money. 

Blues are selling in all styles, which 
so far are running ahead of the whites. 
White sales, however, indicate a big 
season, since in this latitude white sea- 
son usually does not get under way for 
another two or three weeks. 


Glove Lines on Pump 


Los ANGELES, CALIF.—The C. H. 
Baker stores, seven of them, are fea- 
turing a glove-line step-in pump that 
is making a hit for afternoon wear, 
Mr. Baker states. The plain white 
kid is leading but the same material 
with a contrasting underlay is also 
popular. Stitching in mosaic designs 
is meeting with favor in this number 
also, and the continental heel seems to 
have the edge on other types of heels. 
This number also comes in black and 
in blue. 
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MERCHANTS’ NEEDS 





DISPLAY © 
IXTURES 


Again SEGALL & SONS Toke 
the Lead by Presenting Display 
Equipment in the Newest of 
Modern Designs ot Prices You 
Will Find Most Agreeable. 
A special folder, has 
been prepared. Please ask 
us to mail you a copy 


SEGALL & SONS 


923 Arch St., Philadelphia 















BUSINESS -OPPORTUNITY 








YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. sy terms 
for training; openings everywhere with 
all the trade you can os to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 











Parisian Shoe Shop 
Opens Second Store 


PITTSBURGH, PA.— Samuel Levine, 
proprietor of the Parisian Shoe Shop, 
Roosevelt Hotel, has opened a branch 
store at 520 Wood Street. This store 
will maintain the same quality foot- 
wear. Increasing business forced Mr. 
Levine to expand. 





Greenfield's to Move 


PORTLAND, ORE. — Greenfield’s shoe 
store will shortly move from its loca- 
tion at 4th and Morrison St., this city, 
due to this building having recently 
been leased to other parties. A $40,- 
000 stock is being swiftly disposed of 
to men, women and children customers, 
as the store prepares to move. 





See Better Profit Outlook 


Boston, Mass.—The leather industry 
has been encouraged recently by an in- 
crease in activity in the sole leather 
market, where more business is being 
done at higher price levels. The effects 
of the drought with its consequent 
shrinkage in the number and quality of 
the hides is at last, they believe, be- 
ginning to be noticed in a real way. 

Since the last of March sole leather 
has advanced from two to three cents 
a pound—somewhat more than that in 
extreme cases—and is apparently hold- 
ing there. Many tanners of sole leather, 
consequently, find themselves operating 
in the black for the first time in many 
months, due not so much to the sales 
increase as to the appreciation in value 
of their fairly heavy inventories. 
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To 
Our Advertisers 
In This Issue 





EXT week we tell the running story of the 

National Shoe Retailers Association Styles 
Conference for Fall and the First Official Show- 
ing of Fall Leathers, both events to be held 
April 29-30 at the Waldorf-Astoria in New 
York. 

With retailers throughout the country still 
preoccupied with Spring shoe selling and plans 
for Summer merchandising, it seems a bit early 
to be thinking and talking of what to sell next 
Autumn. But an orderly industry must look 
ahead and plan ahead, and while we execute 
the plans made months ago, we must also 
have a watchful eye to the future. 

Another outstanding feature in next week's 
RECORDER will be the story of how an out- 
standing Pacific Coast store has outlined a 
program of Summer shoe promotion. It is one 
of the most comprehensive promotion plans 
that has come to our attention in several sea- 
sons, and the story of it will suggest to every 
merchant ideas which can be used with profit 
in getting more Summer shoes sold right. 

All in all, the May 4th RECORDER will be 
an issue that every retailer will wish to read 
and re-read—and then preserve for reference 
during the months that lie immediately ahead. 

























Would Jump Chain Tax 


LANSING, MicH.—A bill to amend the 
Diehl chain store tax measure, which 
was recently upheld by the state Su- 
preme Court, is before the house of 
representatives. The measure increases 
the maximum tax on stores from $250 
to $500. 

Under the present law, chains hav- 
ing more than 25 stores pay $250 a year 
on each store above 25. The amended 
bill is to levy a $250 tax on each store 
from 25 to 35 in number, $350 from 
36 to 50, and $500 on all stores over 
50 in number. 













Pin Tucks in White Shoes 


Los ANGELES, CALIF.—Pin-tucks in 
white kid in so much demand at The 
Broadway department store’s fine shoe 
department last year, are meeting with 
a response almost as keen this year, 
according to V. E. Curtis, buyer. The 
pin-tucks are shown in pumps most 
especially, but in other patterns as well. 
“I cannot explain why pin-tucks are 
always good with us,” says Mr. Cur- 
tis, “but they are, and that is that!” 
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Since all “Kali-sten-iks” shoes are made for those who know the 
value of quality, Gilbert craftsmen take due pride in giving each 
shoe a touch of elegance, made all the easier from the constant 
handling of quality materials. Clean-cut perforations have a 
streamlined effect in the modish pattern shown above, the ideal 
shoe for comfort for the warm days ahead. It has the seamless 
quarter, bulb shaped heel, and seamless quarter lining. In all 
“Kali-sten-iks” shoes there is economy in every step due to longer 


wear value. 





























KEEP GOOD FEET HEALTHY 


IN STOCK 


No. 2188 
White Elk Punched 
Sport Oxford... 
3%-9, AAA-C, $3.85 


I} interested in 
grading up, write us. 


THE GILBERT SHOE CO., THIENSVILLE, WIS. 
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: WHAT EVERY MERCHANT 

SHOULD KNOW 
oe ( Sales pressure is_at its peak when The Amer- 
ae i sf) yy. ican Weekly speeds at its job of driving the 
ZN An > é 2 buying urge into more than 5) million 
° & homes. This Mighty Magazine shoots its 











greatest force into the richest buying areas 
of the country. It packs within its readership 


rs ~~ one-fifth of the nation’s buying power. Your 
” \ ~~ customers—and their neighbors—read The 
A \ Ne American Weekly and are sold on the prod- 
/ of mt \s 96606 ucts advertised in its pages. 
iA @Atc 








To get your share of the business this tre- 
mendous magazine makes, feature and dis- 
play the products advertised in the world’s 
largest magazine. 



































The American Weekly—what it is 


@ The American Weekly is the largest magazine in the world. It is distributed 
through 17 great Hearst Sunday Newspapers. In 597 of America’s 995 towns and 
cities of 10,000 population and over, The American Weekly concentrates 67% of its 


circulation. 
In each of 134 cities, it reaches one out of every two families 
In' 125 more cities, 40 to 50% of the families 
In an additional 165 cities, 30 to 40% 
In another 173 cities, 20 to 30% 


... and, in addition, more than 1,885,000 families in thousands of other commu- 
nities, large and small, regularly buy and read The American Weekly. 


THEAMERICAN 
a WEEK LY 


“The National Magazine with Local Influence” 
Main Office: 959 Eighth Avenue, New York City 
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HEELS have quality 


“Rise! Sir Knights! I call thee ‘Happy Heels.’ A right 


happy name, too, Gad-zooks!’”’ Thus speaks King Public of 


Get Spaulding Coun- . 
ters for that extra 
strength in the heel 
seat that keeps the ? as , 
quarter standing up— the best and most perfect-fitting counters it is possible to 


like this. 


Spaulding Counters. From the beginning, they were bred as 


make. Breeding counts in counters, as in everything else. 
Spaulding Counters are pedigreed — blue ribbon winners, 


every one! They’ve got the “good old stuff” in them—real 


Don’t lose a customer 
because of an inferior 
counter that breaks 
down in service and 
lets the quarter sag 
—like this. © 


hemp and pure flax fibres. They are ‘“‘stout fellers’”—taking 
it on the heel with a smile. Happy Heels! Your customers 
will smile, too, because these aristocratic counters make better- 


fitting, better-wearing and better-looking shoes than any other 


PAULDING counters on the market. For they’ve got to be good. Much 


Counters 


“Made in North Rochester, N. H. is rightly expected of them. 


NO OTHER PART OF THE SHOE MEANS $O MUCH ...AND COSTS SO LITTLE 
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MORRIS SHOE -CO ; Inc 


S TRIBUT O S 


When writing advertisers please mention Boot and Shoe Recorder 
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map ig HW EARTIEST felicitations are extended to Morris Augen- 
blick on his 15th anniversary (May Ist, 1935) as the 


Morris Shoe Co., Inc. 
leadi hol istrib : : 
GEORGE BRITTMAN ing wholesale distributor of juvenile footwear. 


Sales Manager 


PAUL OTT Single handed, 15 years ago he faced the shoe trade with 
MURRAY GARBOW vision, unusual ability and an honest endeavor to serve the shoe 


ISADORE COHEN retailer as his only capital. His organization from a small begin- 
IKE BROOKS 
RICHARD R. VENNi 
EMANUEL BROOKS 
SAMUEL ZEIGER York City. Dedicating his efforts to the service of the retail 
BERNARD BRUST merchant, Mr. Morris Augenblick has built up a merchandising 


EDWARD E. KEMMERER and promotion plan that offers his full cooperation and insures 
p p 
H. RANDOLPH EDWARDS 


ning in small quarters has grown steadily to its present prominent 


position and large six story building at 143 Duane Street, New 


profitable retail selling. Strict adherence to the policy of honesty 
and of giving the retailer what he wants at the right price" 
has been, and is today, a dominant factor in Mr. Morris 


Augenblick's successful career. 


The Morris sales organization has kept pace with the expansion 





of the mother company . . . from one individual it has grown to 
a staff of high calibre representatives who thoroughly understand 


the needs of the retailer and spare no effort in their desire to 


serve him. 


1935 is gloriously fulfilling its early promise of being the 


greatest year of all. The company reports that the Easter busi- 


ness this year has increased far beyond their expectations, and 
all this due to the exceptional values and creative styles offered 


for this season. 


The manufacturers who supply the Morris Shoe Company, Inc., 
with juvenile footwear hereby convey their best wishes for the 
continuance of Mr. Morris Augenblick's success and leadership 


in the trade! 


HOME OF THE 
MORRIS SHOE CO., INC. 


143 DUANE ST, — NEW, YORK 
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The lightness of the Celastic Box Toe 


makes it ideal for the Summer-weight shoe. 





Celastic is flexible across the tip line and 


eliminates loose and wrinkled linings. 


Shoes equipped with Celastic Box Toes feel 





better, look better, and wear better. 


UNITED SHOE MACHINERY: ‘CORPORATION 


BOSTON, MASSACHUSETTS | 
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A NEW STAR IN A BRILLIANT LINE 


Colonial Sno-White Patent is pure white .. . beautiful 
in appearance . . . as dependable as Colonial Black 
and Colored Patent. Sno-White's beauty and ease of 
cleaning immediately suggest its use in a variety of 
new ways—particularly for dainty summer footwear. 
If you have not already seen Sno-White Patent, we will 
send a sample on request. 


O-WHITE 


a new COLONIAL PATENT 
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It is not chance that, today, in most cities, the 
Florsheim franchise is a valued asset of live and 
aggressive merchants. Such a record could not be 
the result of high-pressure salesmanship—instead, it 
is sober testimony to the soundness of our mer- 
chandising plans and the saleability of our product. 
If there is no Florsheim dealer in your community 
we urge you to get in touch with us. In fairness to 
our present outlets, there are only a few spots left 
in which we are privileged to add a new account—in 


those we need each other to our mutual profit. 


In Stock: 


THE Ecuipse, 8-581, in brown calf 


. . air-conditioned 


TO RETAIL AT 75 


MOST STYLES 


FLORSHEIM SHOE 


THE FLORSHEIM SHOE COMPANY ¢ Manufacturers 






CHICAGO 
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